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SPECIAL  SECTION  SPONSORED  BY  SUPERMICRO 


Silicon  Valley  Experiencing  Acceleration 
in  High-Tech  Growth  and  Development 

CITY  OF  SAN  JOSE  EXPANDS  INNOVATION  AND  DEVELOPMENT  OF  ENERGY-SAVING  SERVER 
TECHNOLOGIES  WITH  SUPPORT  FOR  NEW  SUPERMICRO  GREEN  COMPUTING  PARK 


Green  Computing  Park 


2  million  square  feet,  36-acre  park 


"Our  passion  is  to  innovate  and  design  the  greenest  server 

and  storage  solutions  for  the  global  community." 

—CHARLES  LIANG,  PRESIDENT  AND  CEO  OF  SUPERMICRO 


SAN  JOSE,  CALIF.-BASED  SERVER  MANUFACTURER  AND 
SOLUTIONS  PROVIDER  SUPERMICRO  recently  made  headlines 
by  acquiring  a  new  Green  Computing  Park  facility  encompassing 
36  acres  in  the  heart  of  Silicon  Valley.  This  office  park  will  eventually 
include  up  to  2  million  square  feet  in  five  new  buildings — almost 
doubling  the  company's  R&D,  operations  and  production  footprint — 
to  support  the  further  development  of  Supermicro's  Green  IT 
products  and  initiatives. 

"I  congratulate  SUPERMICRO  on  the  company's  success  over  the 
past  20  years,  and  thank  Supermicro  for  its  investments,  innovative 
technologies  and  job  creation  in  San  Jose — the  capital  of  Silicon 
Valley,"  says  Mayor  Chuck  Reed.  "The  City  of  San  Jose  looks  forward 
to  supporting  SUPERMiCRO  in  the  proposed  2  million  square  foot 
expansion  of  the  company's  Green  Computing  Park  headquarters  in 
North  San  Jose." 


Creating  Opportunity  in  a  Changing  Market 

SUPERMICRO  made  this  historic  investment  because  of  unprec¬ 
edented  opportunity.  The  U.S.  server  industry  is  undergoing  rapid 
change  as  large  Internet  data  centers  build  their  own  servers  while 
new  technologies  such  as  virtualization  and  cloud  computing 
commoditize  the  marketplace  and  slow  its  overall  growth. 
Previous-generation  Tier  1  server  suppliers  have  responded  to  this 
challenging  environment  by  reducing  the  importance  of  servers  to 
their  business,  restructuring,  moving  design  and  manufacturing 
overseas,  or  exiting.  At  the  same  time,  commodity  Asian  suppliers 
have  sought  to  enter  the  market. 

For  SUPERMICRO,  these  changes  created  an  opportunity.  The 
company  responded  to  the  increasingly  challenging  competitive 
landscape  by  choosing  to  stay  close  to  its  American  roots  by  making 
a  major  investment  in  Silicon  Valley.  The  company's  proud  American 


"I  congratulate  SUPERMICRO  on  the  company's  success  over 
the  past  20  years,  and  thank  SUPERMICRO  for  its  investments, 
innovative  technologies  and  job  creation  in  San  Jose — the 

capital  of  Silicon  Valley."  —CHUCK  REED,  MAYOR  OF  SAN  JOSE,  CALIFORNIA 


traditions  and  engineering  culture  were  best  suited  to  an  expansion 
at  home  coupled  with  enhanced  global  operations. 

"With  decades  of  attentive  support  from  the  City  of  San  Jose,  we 
have  been  able  to  expand  our  headquarters  at  home  with  core  talent 
in  engineering,  operations,  development  and  production  capacity," 
says  SUPERMICRO's  President  and  CEO  Charles  Liang.  "We've  kept  up 
this  momentum  even  through  the  toughest  economic  times.  Now 
as  we  write  a  new  chapter  in  our  evolution,  we  are  making  an  epic 
investment  in  the  Valley  with  the  development  of  our  new  Green 
Computing  Park  to  deliver  the  best  computing  innovations  to  the 
global  community." 

Helping  CIOs  Meet  Business  Mandates 

SUPERMICRO's  Green  IT  strategy  encompasses  energy-efficient  data 
center  technologies  that  are  increasingly  important  to  CIOs  and  IT 
organizations.  In  the  2014  Network  World  "State  of  the  Network" 
survey,  IT  managers  report  that  they  are  interested  in  data  center 
consolidation  to  reduce  cost  and  complexities.  Among  respon¬ 
dents,  44  percent  say  they  have  achieved  server  consolidation. 
Following  server  consolidation,  participants  cite  data  center  storage 
efficiencies  (24  percent),  application  centralization  (23  percent)  and 
storage  virtualization  (23  percent). 

SUPERMICRO  felt  it  could  best  meet  these  critical  CIO  needs 
with  an  increased  focus  on  Silicon  Valley-based  innovation  and 
R&D.  Expanding  its  headquarters  operations  to  encompass  the 
new  Green  Computing  Park  in  San  Jose,  to  better  tap  the  unrivaled 
Silicon  Valley  talent  pool,  was  therefore  a  prudent  and  logical  next 
step.  With  this  solid  business  foundation,  SUPERMICRO  is  now  even 


better  positioned  to  push  the  limits  of  technology  innovation  and 
to  delight  CIOs  with  better,  even  more  timely  solutions  and  support 
from  its  new,  greatly  expanded  U.S.  base. 

SUPERMICRO,  Ideal  Partner  for  Next-Generation  IT 

SUPERMICRO  is  positioned  as  the  ideal  next-generation  IT  partner 
with  the  largest  line  of  optimized  server  solutions  that  allow  CIOs  to 
create  the  exact  architectures  they  need.  SUPERMICRO's  Green  IT 
strategy  achieves  for  IT  customers  the  promise  of  Charles  Liang's  vision 
for  "maximum  performance  per  watt,  per  dollar,  per  square  foot." 

SUPERMICRO's  global  reach,  with  worldwide  headquarters  in  San 
Jose,  its  Asian  Science  &  Technology  Park  in  Taiwan  and  European 
operations  based  in  the  Netherlands,  ensures  that  customers  have 
24/7  support  and  contacts  wherever  they  operate.  The  new  Green 
Computing  Park  in  San  Jose  gives  SUPERMICRO  the  benefit  of 
expanding  production  and  operations  within  the  world's  most 
dynamic  and  influential  information  technology  region,  with  access 
to  the  brightest  technical  talent  anywhere.  The  ultimate  beneficiary 
is  the  customer. 


For  more  information,  visit 


SUPERMICRO  is  the  IT  industry's  leading  innovator  in  high-performance,  high-efficiency  server  technologies.  With  corporate  headquarters  in  San  Jose,  Calif., 
the  company  employs  more  than  1,700  people  worldwide  and  has  been  profitable  every  year  since  its  inception  in  1993,  with  a  current  revenue  run  rate  exceeding 
$1.5  billion. 

Supermicro  provides  advanced  IT  solutions  to  Data  Center,  Cloud  Computing,  Enterprise,  Hadoop/Big  Data,  HPC,  and  Embedded  markets.  These  range  from 
complete  server,  storage,  blade,  workstation  and  full  rack  solutions,  to  networking  devices  and  server  management  software.  In  addition,  Supermicro  offers  Total 
Customer  Solutions  that  include  fully  integrated  Hadoop;  High-Availability;  Scale-Out  Storage  Cluster;  Virtual  Desktop  Infrastructure  (VDI);  and  Virtual  Storage 
Area  Network  (VSAN)  designs  and  reference  architectures.  The  Supermicro  Global  Hardware  Maintenance  Service  and  Support  program  further  strengthens  these 
offerings. 

Supermicro  innovations  include  Twin  Architecture  with  FatTwin™  and  TwinPro™,  SuperBlade®,  MicroCloud,  MicroBlade,  Super  Storage  Bridge  Bay  (SBB),  GPU  Super¬ 
computers,  4-Way  Systems,  Data  Center  Optimized  Systems,  Double-Sided  Storage®,  UIO  and  WIO  expansion  technology,  and  Battery  Backup  Power  (BBP®)  modules. 

Supermicro  sells  through  channel  partners,  system  integrators  and  VARs,  and  directly  to  OEMs  and  Fortune  500  business  customers.  The  company  helps  CIOs  and 
IT  departments  operate  more  efficiently  through  application  optimization,  or  the  selection  of  the  exact  customer  solution  from  a  broad  and  deep  product  line; 
Green  IT,  the  ability  of  Supermicro  solutions  to  virtually  pay  for  themselves  in  Total  Cost  of  Ownership  (TCO)  savings;  and  Server  Building  Block  Solutions®  that 
allow  customers  to  create  their  own  server  solutions  from  a  wide  selection  of  high-quality  server  components  and  subsystems. 


0 


It's  a  new  day  for  business  in  Michigan. 

Through  a  series  of  recent  initiatives,  Michigan 


is  once  again  becoming  a  preferred  place  for  business. 
Starting  with  a  new  flat  6%  business  tax.  The  elimination 
of  personal  property  taxes.  New  right-to-work  legislation. 
All  added  to  redesigned  incentive  programs  and 
streamlined  regulatory  processes.  All  to  create  an  ideal 
combination  of  opportunity,  resources  and  passion  for 
business  right  here  in  Michigan. 


1,888.565.0052 

michiganbusiness.org/CIO 


Michigan  Economic  Development  Corporation 
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In  the  war  against 
cyber  threats,  it  takes 


PEOPLE  + 
PROCESS  + 


Our  secure  cloud  J 
brings  them  ALL  together. 


You  don't  need  a  cloud  provider.  You  need  a  secure  cloud 
provider  who  partners  with  your  team  to  protect  your  business. 

Visit  firehost.com/join-forces  or  call  1  844  682  2859 


SECURE  CLOUD  HOSTING 


ADVERTORIAL 


Jeff  Schilling 

CSO,  FIREHOST 

Jeff  Schilling  (Colonel, 

Retired)  is  responsible  for  the 
cyber  and  physical  security 
programs  for  the  corporate 
environment  and  customer 
hosted  capabilities.  Prior  to 
joining  FireHost,  Jeff  was  the 
director  of  the  Global  Incident 
Response  practice  for  Dell 
Secureworks.  Jeff  retired  from 
the  U.S.  Army  after  24  years  of 
service  in  July  2012.  In  his  last 
assignment,  Jeff  was  the  direc¬ 
tor  of  the  Army's  global  Secu¬ 
rity  Operations  Center  under 
U.S.  Army  Cyber  Command. 
Previous  to  that,  he  was  the 
director  of  the  Department 
of  Defense's  global  Security 
Operations  Center  with  Joint 
Task  Force  Global  Network 
Operations. 


FOR  MORE  INFORMATION: 

please  visit  firehost.com/join- 
forces  or  call  877-262-3473. 
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CIOs  and  CSOs  Must  Join  Forces  to 
Defend  Against  Growing  Threats 

Teamwork  is  the  key  to  combatting  attacks 


To  secure  critical  data,  teamwork  between 
the  CIO  and  CSO  is  essential.  Jeff  Schilling, 
chief  security  officer  of  secure  cloud 
provider  FireHost,  discusses  what  CIOs 
and  CSOs  must  do  together  to  protect 
their  organizations  against  a  new  array  of 
threats.  After  24  years  of  service,  Schilling 
retired  as  a  colonel  in  the  U.S.  Army,  where 
he  managed  the  network  and  security 
operations  centers  for  both  the  U.S.  Army’s 
Cyber  Command  and  Department  of 
Defense. 

What  are  the  latest  threats,  and  how  can  a 
company  prepare  itself  to  face  them? 

Ransom  actors,  like  the  ones  who  employ 
Crypto  locker,  have  gained  momentum 
in  the  past  six  months.  We  are  also 
seeing  the  high-end  actors  leveraging  a 
company's  internal  infrastructure  to  gain 
access  to  patching  servers  and  software 
distribution  systems.  And  always  insider 
threats  are  probably  the  hardest  to  defend 
against.  CSOs  and  CIOs  must  know 
their  vulnerabilities  and  know  where 
their  critical  data  resides,  and  keep  those 
two  places  from  overlapping.  A  lot  of 
companies  purchase  high-tech  tools  and 
think  they  will  do  all  the  work  for  them. 
The  CIO  and  the  CSO  have  to  partner 
to  deliver  security,  compliance,  service 
delivery  and  performance.  If  they  do  it 
right,  they  can  achieve  all  four. 

Teamwork  between  the  CIO  and  CSO  is 
critical.  What  obstacles  are  impeding  that 
teamwork? 

A  lot  of  times  there  are  trust  issues. 
Arbitrary  budget  decisions  are  sometimes 
made  to  cut  security  capabilities  in  order  to 
meet  financial  and  performance  objectives. 
Sometimes,  when  the  security  person 
doesn’t  work  under  the  CIO,  you  see  a  lack 
of  communication.  If  the  CIO  and  CSO 
combine  their  strengths  as  an  effective 


team,  their  ability  to  impact  a  company’s 
security  posture,  risk  management  and 
corporate  culture  significantly  increases. 

what  can  a  CIO  or  CSO  do  to  educate 
employees  on  preventing  internal 
breaches? 

One  of  the  fundamental  principles  of 
security  is,  if  you  see  something,  say 
something.  With  many  insider  threats 
there  are  physical  and  logical  signatures 
that  should  be  audited,  but  employees 
and  managers  aren't  tuned  in.  Many  times, 
employees  reach  out  of  their  normal  area 
of  responsibility  to  pull  in  data  [to  which] 
they  should  not  have  access.  So  establish  a 
control  framework  that  ties  access  to  different 
classes  of  critical  data  to  job  roles  and 
responsibilities.  Also,  know  who  your  high- 
risk  employees  are.  And  finally,  one  of  the 
most  common  mistakes  is  not  terminating 
access  for  someone  who  has  left  a  company 

What  should  CIOs  and  CSOs  look  for  in  a 
cloud  security  provider? 

A  provider  must  not  only  protect  your 
infrastructure,  but  detect  when  it  is  used 
to  target  others.  Threat  actors  love  to 
compromise  hosting  services  and  use  them 
to  launch  attacks.  The  provider  should  alert 
you  when  you  have  an  issue  in  your  hosted 
environment  and  should  have  a  security 
team  you  can  reach  out  to  for  advice.  Most 
important,  your  secure  cloud  provider 
should  be  a  close  partner  to  you  and  your 
business  and  should  want  to  have  a  security 
dialogue  with  you.  The  provider  should 
be  born  secure— from  its  infrastructure 
to  the  personnel  and  processes  that 
complement  it.  Not  all  providers  are 
created  equal,  especially  in  protecting 
critical  applications,  sensitive  information 
and  regulated  data.  Find  a  secure  cloud 
provider  instead  of  any  old  cloud  provider. 
There  is  a  major  difference.  ■ 


FROM  THE 

EDITOR  IN  CHIEF 


i  j 

, _ L- 

!  i 

ZL 


CHATTER 


Mobile  Missteps  Abound 


Success  in  Motion 

Wildly  successful  IT  projects  make  great  stories.  They  spin  out  profitable 
new  lines  of  business.  They  help  business  partners  whomp  the  competition. 
They  send  customer  satisfaction  skyrocketing. 

Yet  they  can  also  sound  like  the  IT  version  of  Lake  Wobegon,  where  all 
the  project  support  is  strong,  all  the  leaders  are  good-looking,  and  all  the 
business  results  are  above  average. 

Reality  is  a  different  experience,  as  our  cover  story  about  this  year’s 
CIO  100  award  winners  (“Cashing  In  on  Analytics,”  Page  34)  makes  clear. 
The  tough  work  and  hard-won  lessons  behind  those  IT-fueled  business 
projects  is  reflected  in  the  candid  advice  of  CIOs  from  organizations  as 
diverse  as  Procter  &  Gamble,  Celestica,  Eurpac,  GE  Capital  Americas  and 
Atlanta  Public  Schools. 

Collectively,  our  CIO  100  winners  spent  half  a  billion  dollars  on  technol¬ 
ogy  projects  this  year,  and  a  substantial  number  of  them  used  advanced 
analytics  to  create  new  business  lines,  enter  different  markets  or  improve 
the  customer  experience.  None  of  it  came  easily  or  quickly.  They  took  incre¬ 
mental  approaches.  They  involved  users  deeply  in  development.  They  used 
small  successes  to  keep  moving  forward. 

“We  didn’t  try  to  get  the  perfect  data  first,”  says  Celestica  CIO  Mary 
Gendron,  who  echoes  other  CIOs  in  her  belief  that  projects  should  always 
start  with  looking  at  business  outcomes.  “That’s  where  we’ve  gotten  tripped 
up  as  an  IT  industry,  spending  millions  on  enterprise  data  warehouses  and 
data  cleansing.  You  don’t  start  with  the  fuel,  you  start  with  the  outcome.” 

“The  only  way  to  know  the  value  of  [an]  analytics  [system]  is  to  get  it 
in  front  of  end  users  as  fast  as  possible,”  says  Kelly  Shen,  business  intel¬ 
ligence  CIO  at  GE  Capital  Americas,  which  rolled  out  an  iPad  app  that  uses 
analytics  and  geospatial  visualization  to  help  companies  make  better  use  of 
their  vehicles.  “Fail  fast,  learn  early,  change  strategy  when  it’s  not  working.” 

Also  in  this  issue,  we  welcome  the  six  newest  members  of  our  CIO  Hall 
of  Fame  and  talk  with  them  about  watershed  moments  in  their  leadership 
careers  (“Turning  Points,”  Page  30).  Some  got  their  greatest  insights  from 
the  candid  feedback  of  a  good  boss.  Others  found  their  inner  strength  dur¬ 
ing  a  company  crisis  or  in  the  sense  of  mission  that  pervades  a  startup. 

To  all  our  CIO  100  winners  and  Hall  of  Fame  honorees:  Congratula¬ 
tions  on  all  you’ve  accomplished  so  far.  You  are  success  in  motion,  and 
we’ll  keep  watching. 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  &  Events 

mfjohnson@cio.com 


After  years  of  hype,  everybody  is  finally 

putting  money  into  mobile-according 

to  a  recent  Accehture  survey,  87  percent  of 
companies  have  a  mobile  strategy,  up 

from  58  percent  last  year.  But  how  many 
businesses  are  pulling  it  off?  Less  than  half. 
Only  about  40  percent  of  companies  report 
having  made  good  progress  on  their 
mobile  strategies,  and  86  percent  say  their 
strategies  haven't  yet  paid  for  them¬ 
selves.  www.cio.com/article/2375601 

Old  Skills  Are  Still  Hot 

job  site  Dice.com  analyzed  its  listings  and 
discovered  that  despite  all  the  upheaval  in 
IT,  the  skills  employers  ask  for  most  often 
are  still  Java,  .Net  and  C++.  But  don't  be 
misled,  says  Dice.com's  president,  Shravan 
Goli.  Many  employers  want  to  keep  up  with 
emerging  trends  like  the  Internet  of  Things 
and  are  looking  for  experts  in  growing  fields 
like  Android  and  wearable  tech.  But 
since  job-seekers  with  these  skills  are  still 
scarce,  says  Goli,  companies  may  be  bet¬ 
ter  off  cultivating  them  among  their 
existing  staff  than  trying  to  hire  from 
outside,  www.cio.com/article/2375668 

When  Toasters  Can  Talk 

As  more  and  more  devices  connect  to  the 

Internet  of  Things,  many  of  them  will 
also  gain  voice-control  interfaces, 

which  will  make  the  machine-to-machine 
network  feel  a  little  more  human.  But 

first  companies  must  grapple  with  tricky 
pricing  questions  and  a  host  of  new 
privacy  concerns.  Forrester  Research 
analyst  James  McQuivey  predicts  that 
"significant  mistakes"  will  be  made 
before  all  the  issues  are  sorted  out,  so  it’s 
important  to  enter  this  field  with  your  eyes 
open,  www.cio.com/article/2375612 


Compiled  by  Senior  Editor  Colleen  Barry. 
Have  a  comment  about  this  issue  of  CIO ? 
Go  to  www.cio.com/magazine  or  write  to 
tetters@cio.com. 
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Harnessing  the  benefits  of  the  world’s  strongest  IT  Service  Management 
framework  for  your  company?  Smart  move. 

If  you’re  looking  to  gain  the  competitive  edge  and  capitalize  on  IT  investments  to  truly  support  business 
objectives  and  enable  business  change,  you  should  be  looking  at  ITIL®.  Celebrating  25  years  of  helping 
companies  to  benefit  from  advancements  in  global  best  practice,  ITIL  has  become  the  choice  of  industry  leaders 
worldwide  -  from  small  and  medium  sized  enterprises  to  large  corporations.  Find  out  more  about 
how  your  business  can  utilize  leading  edge  IT  capabilities  and  provide  world  class  services. 

Visit  www.itil-officialsite.com/cio-usa 
ITIL  for  your  business:  smart  move. 


ITIL  is  a  registered  trade  mark  of  AXELOS  Limited.  AXELOS,  the  AXEL0S 
logo  and  the  AXELOS  swirl  logo  are  trade  marks  of  AXELOS  Limited. 
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Our  Glass  of  2014 

Congratulations  to  this  year's  CIO  100  Award  winners  and  to  our  slx 

newest  members  of  the  CIO  Hall  of  Fame.  This  who’s  who  list  of  innovative 
companies  and  highly  accomplished  IT  leaders  casts  a  brilliant  spotlight 
on  the  best  aspects  of  business  transformation. 

Our  CIO  100  winners  range  from  some  of  the  best-known  brands  in 
America  (including  FedEx,  GE,  The  New  York  Times  and  Procter  &  Gamble) 
to  lesser-known  but  equally  deserving  innovators  at  places  like  Georgetown 
University,  Molina  Healthcare,  the  Atlanta  Public  Schools  and  the  Malaysia 
Ministry  of  Education. 

Our  CIO  Hall  of  Fame,  established  in  1997,  grows  this  year  to  73  members 
as  we  celebrate  the  success  of  six  extraordinary  CIOs  from  AT&T,  Kroger, 
AES  Corp.,  Matson  Navigation,  Progressive  Insurance  and  Western  Union. 

Taken  together  as  IT  organizations  and  individuals,  this  Class  of  2014 
demonstrates  the  vitality  of  the  connection  between  IT  innovation  and  busi¬ 
ness  value  delivery.  What  I  also  see  demonstrated  in  these  award  winners 
is  the  ascendancy  of  a  new  executive  skill  set  in  three  areas:  marketing, 
market  knowledge  and  communications. 

Those  core  attributes  have  been  cited  as  the  major  differences  between 
great  CEOs  and  great  CIOs,  according  to  global  executive  search  firm  Egon 
Zehnder.  But  that  was  then.  This  is  now: 

Marketing:  The  ability  to  articulate  how  IT  is  not  only  contributing  to 
but  accelerating  the  business.  The  past  was  all  about  IT  delivering  on  time 
and  on  budget.  The  present  is  about  delivering  great  user  experience,  solid 
business  value  and  high  adoption  rates. 

Market  knowledge:  Who  is  your  real  customer?  The  days  when  IT 
organizations  couldn’t  answer  that  question  are  gone.  Our  CIO  100  win¬ 
ners  and  Hall  of  Famers  are  deeply  engaged  with  customers,  leveraging 
technology  and  market  understanding  to  deliver  measurable  value.  They 
stand  beside  their  business  colleagues,  not  behind  them. 

Communications:  “Speak  the  language  of  business”  may  be  one  of 
the  oldest  pieces  of  CIO  advice  ever  given,  but  today’s  IT  leaders  do  more 
than  talk  the  talk.  They  translate  their  grasp  of  business  essentials  into 
technology  deliverables.  They  sit  in  board  rooms  and  contribute  fresh  ideas 
to  drive  revenue.  They  walk  the  walk. 

Our  Class  of  2014  deserves  a  virtual  round  of  applause.  Well  done! 
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Among  our  more  than  5,000  customers  are  some  of  the  most  well  respected  companies 
in  the  world.  Stars  in  their  respective  industries.  They  work  every  day  to  deliver  the 
best  possible  service  to  their  customers.  And  they've  learned  how  to  use  technology  to 
their  advantage.  To  find  out  how  these  outstanding  companies  are  using  innovation 
to  deliver  great  customer  experiences,  visit  www.inin.com/Thelntelligent. 
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Boost  IT  Productivity 

Tips  for  helping  your  staff  get  more  done 


1  Streamline  workflow  and  reduce  unnec¬ 
essary  tasks.  Constantly  review  whether 
manager  approvals,  notifications,  forms,  reports, 
status  updates  and  meetings  are  really  necessary, 

2 Turn  off  distractions.  Set  aside  department¬ 
wide  working  times  when  instant  messag¬ 
ing  is  turned  off  and  meetings  are  avoided, 
Having  hours  of  uninterrupted  work  can  help  team 
productivity  soar, 

3  Nourish  your  team,  literally.  There's  a  rea¬ 
son  companies  like  Google  offer  employees  free 
food,  Provide  a  little  snack  break,  whether  it's  a 
piece  of  fruit  or  an  espresso,  so  people  don't  have  to 
leave  the  building  to  get  it, 

-Jennifer  Lonoff  Schiff 


For  more  tips,  see:  www.cio.com/article/2B78939 
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READING 


book  Confessions  of  a  Successful  CIO 

By  Dan  Roberts  and  Brian  P.  Watson 

Instead  of  the  usual  theorizing  about  what  CIOs 
should  do,  this  book  takes  a  different  approach:  It 
profiles  nine  all-star  CIOs— think  Filippo  Passerini, 
Carol  Zierhoffer,  Wayne  Shurts— and  shares  the 
stories  behind  their  toughest  business  challenges. 
The  connecting  themes:  They  placed  big  bets  and 
put  people  ahead  of  process.  Wiley,  $45 


How  can  I  repair  damaged 
relationships  at  work? 

ALWAYS  remember  that  bad  behavior  comes 
from  fear  or  insecurity.  We're  all  worried  that 
other  people  won't  like  us  or  are  out  to  get 
us,  and  we're  all  afraid  that  bad  things  will 
unexpectedly  come  our  way.  The  best  human 
relationships  eliminate  these  two  fears.  A 
good  coworker  is  someone  who  you  know  will 
not  purposefully  do  things  that  damage  you 
and  will  act  in  ways  that  you  can  predict.  We 
call  this  "trust"  in  our  personal  lives.  So  build 
trust  by  showing  that  you  won't  purposefully 
hurt  others,  even  when  you  feel  bumped  or 
bruised.  Make  sure  your  actions  appear  under¬ 
standable  and  predictable. 

SOMETIMES  you  have  to  develop  work¬ 
arounds  that  temporarily  allow  you  to  avoid 
that  damaged  relationship.  Make  these  tactics 
short-lived  and  abandon  them  as  soon  as  pos¬ 
sible.  As  anyone  who's  walked  with  a  limp  or 
used  crutches  knows,  avoiding  doing  any  work 
with  one  joint  simply  puts  extra  strain  on  all 
the  other  parts.  Sometimes  this  triggers  new 
and  unanticipated  problems.  Compensating 
behaviors  don't  allow  the  original  broken  rela¬ 
tionship  to  heal-they  just  hide  it. 

NEVER  decide  that  the  relationship  has  no 
chance  to  heal  or  get  better.  Choosing  that 
option  decreases  all  opportunities  for  improve¬ 
ment  or  help.  Playing  the  martyr  is  not  a  use¬ 
ful  role  for  any  team  member,  including  the 
CIO.  People  who  believe  relationships  can  heal 
will  try  things  and  ask  for  advice.  They  will 
refuse  to  accept  that  the  future  has  to  look  like 
the  present.  Be  a  great  leader  by  choosing  the 
path  in  your  relationships  that  leads  to  better 
tomorrows. 


Erick  Lauber  is  an  applied  psychologist  leader¬ 
ship  consultant  and  member  of  the  faculty  at 
Indiana  University  of  Pennsylvania. 
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You  may  not  hear  what 
you  expected.  But  isn’t  that 
what  you  should  expect? 


Your  time  and  money  are  too  precious  to  invest 
in  hearing  what  you  already  know.  Why  not  see 
your  business  in  a  new  light?  With  everything 
from  insight  to  implementation,  North  Highland 
will  help  you  identify  and  pursue  unexpected 
ways  to  meet  your  greatest  challenges. 

To  learn  how  our  insightful  approach  will  put 

You  First,  go  to  northhighland.com/youfirst 
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Federal  CIOs  Strategize 
on  Cloud  Innovation 

Many  CIOs  struggle  with  the  challenges  inherent  in  mov¬ 
ing  major  applications  to  the  cloud.  Government  CIOs  run 
into  additional  resistance  from  formidable  bureaucracies 
and  shifting  political  winds.  So  how  do  federal  CIOs  move 
forward  with  cloud  services? 

“Very  methodically,  in  bits  and  pieces,”  said  Alissa 
Johnson,  dep  uty  CIO  of  the  Executive  Office  of  the  Presi¬ 
dent,  which  now  hosts  www.whitehouse.gov  in  the  cloud.  “By 
the  time  you’ve  consumed  the  whole  thing,  it’s  a  red  velvet 
cake  that  you  said  you  didn’t  like!” 

For  David  Bray,  CIO  of  the  Federal  Communications 
Commission,  who  wants  to  move  his  agency’s  infrastruc¬ 
ture  to  the  cloud  within  three  years,  legacy  procurement 
laws  create  the  biggest  hurdles  because  they  strictly  forbid 
automatically  renewing  long-term  contracts.  Cloud  provid¬ 
ers  need  to  “sell  us  things  in  chunks,”  he  explained. 

Johnson  and  Bray  were  interviewed  at  our  recent  CIO 
Perspectives  event  in  Fairfax,  Va.,  in  a  special  live  Google 
Hangout  session  run  by  Vala  Afshar  and  Michael  Krigs- 
man,  co-hosts  of  CXO  Talk.  See  the  full  interview  on 
www.cxo-talk.com.  -Maryfran  Johnson 
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TIPS  &  TAKEAWAYS  FROM  CIO  MAGAZINE  EVENTS 


Inthe 
Executive 
Office, 
we  call 
ourselves 
a  startup 
every  4  to 
8  years. 
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-ALISSAJOHNSON, 
DEPUTY  CIO, 
THEWHITEHOUSE 
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On  IT  marketing  its  value: 

"I  take  the  right  opportunities  to 
talk  about  what  technology  can  do 
for  our  company  and  always  make 
it  a  positive.  It's  my  job  to  market 
what  we  can  do  and  the  value  we 
can  bring." 

-Elizabeth  Hackenson, 
SVP  of  Global  Business  Services 
and  CIO,  AES 

On  leading  in  the  digital  age: 

"Reinvent  the  business  for  next- 
generation  digital,  Don't  translate 
the  old  business  to  new  digital 
channels," 

- Dion  Hinchcliffe, 
Chief  Strategy  Officer,  Adjuvi 

On  fostering  innovation: 

"Innovation  is  the  ability  to  turn 
desirable,  feasible  and  valuable 
ideas  into  reality." 

- Frank  Wander, 
Founder,  PeopleProductive 
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Bob  Fecteau 

CIO,  SAIC 


The  Case 
Against 
the  Chief 
Digital 
Officer 


How  does  the  expansion 
of  the  C-suite  affect  CIOs? 

I'm  not  a  big  proponent  of 
creating  new  roles  like  CDO 
because  they  take  money 
away  from  the  very  programs 
[CIOs]  are  trying  to  build  for 
the  company.  You  establish 


a  new  executive  position, 
you  pay  more  money.  More 
money  out  means  less 
money  to  invest  in  the  infra¬ 
structure. 

How  should  CIOs  deal 
with  the  addition  of  a 
CDO  at  their  company? 

We  should  [launch]  a  cam¬ 
paign  where  the  concepts 
being  pushed  by  the  CDO 
become  conversation  ele¬ 
ments  for  the  board  for 
investments  in  the  IT  port¬ 
folio,  [instead  of]  creating  a 
whole  new  office  that  now 
competes  with  the  function 
of  the  CIO.  [CIOs]  manage  the 
second-largest  investment 
in  the  company.  Diluting  that 
investment  is  not  going  to 
get  a  company  strategically 
where  they  want  to  go. 


Where  do  you  see  the 
CDO  role  heading? 

It's  an  attractive  nuisance 
right  now  for  a  CIO,  but  I 
believe  we  are  getting  seri¬ 
ous  about  investing  in  the 
CIO  function.  Stop  creating 
new  titles  that  nobody 
understands,  Invest  in  the 
very  people  that  deliver  [IT] 
services  today.  CDOs  don't 
sign  their  names  on  the  bot¬ 
tom  of  the  corporate  respon¬ 
sibility  document  [saying] 
that  the  company  is  verifiably 
secure,  The  CIO  is  [the  one] 
responsible  forthe  digital 
assets  of  the  enterprise  and 
[he  or  she]  must  deliver  that 
in  a  [way]  consistent  with  its 
security  model,  compliance 
[requirements],  and  what  the 
stockholders  want, 

-Lauren  Brousell 
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PROJECT 


Today  business  demands  more  from  the  CIO  than  just  "Information.”  Join  The  Enterprisers  Project 
sponsored  by  Red  Hat,  a  community-powered  conversation  that's  exploring  the 
evolving  role  of  CIOs  as  they  drive  business  strategy  and  inspire  enterprise-wide  innovation. 


Articles,  videos  and  insights  at  EnterprisersProject.com 
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Unlocking  the  innovation  Advantage 
with  Automated  Business  Process  validation 

Automation  allows  CIOs  to  deliver  a  competitive  advantage  by  shortening 
project  timelines  to  help  IT  and  the  business  innovate  faster. 


ACCORDING  TO  SAP®,  THE  AVERAGE  COMPANY 

has  50  enterprise  systems  for  every  billion  dollars  of 
revenue.  These  span  hundreds  of  business  processes  for 
global  companies.  Each  process  needs  to  be  validated 
across  dozens  of  web,  mobile,  and  custom  enterprise 
applications,  with  variations  for  geographic,  business 
unit,  and  compliance  demands.  None  can  compromise 
system  performance  or  security.  All  must  be  scalable. 


JIM  KENT,  CEO 
WORKSOFT 


The  70%  of  global  companies  that  still  manually  validate 
and  test  their  business  processes  when  systems  are  updated  can't  possibly  keep 
every  critical  business  process  operational  on  a  day-to-day  basis. 


This  is  where  the  CIO  plays  a  big  role  in  delivering  competitive  advantage.  The  CIO's 
power  to  heighten  a  company's  competitive  edge  lies  in  innovative  technology 
that  maximizes  business  performance  —  boosting  engagement  with  customers, 
streamlining  operations,  increasing  efficiencies,  or  growing  revenues  while  cutting 
costs.  Even  after  choosing  the  right  innovation,  such  as  SAP  HANA®  in-memory 
databases,  mobility,  portal,  big  data,  or  cloud  computing,  the  CIO  can  only  increase 
agility  by  getting  that  innovation  to  business  users  as  quickly  as  possible. 


Automation  can  also  document  how  business  users 
perform  business  processes.  This  enables  business 
and  IT  to  more  easily  work  together  to  streamline 
processes  and  develop  the  infrastructure  to 
support  them. 

Finally,  automation  creates  a  sustainable,  durable 
structure  for  breaking  innovation  out  of  silos  and 
spreading  it  across  the  enterprise  by  allowing 
companies  to  create  and  reuse  assets  and  best 
practices  across  divisions.  For  example,  an 
international  shipping  company  used  Worksoftto  roll 
out  a  new  SAP  project  to  140  countries,  one  country 
at  a  time.  "We  helped  set  up  a  center  of  excellence  to 
automate  and  document  business  process  validation, 
which  let  them  scale  and  expand  through  reuse, 
and  run  the  validation  process  around  the  clock,"  he 
says.  "As  a  result,  they're  rolling  out  new  systems  to 
multiple  countries  at  once  —  with  high  quality." 


However,  it's  not  so  easy.  "When  companies  are  four  or  five  upgrades 
behind  because  they  can't  validate  the  changes  fast  enough  to  deploy,  they 
aren't  getting  true  value  from  their  investments,"  says  Jim  Kent,  CEO  of  Worksoft. 
"Business  processes  can  fail  when  technology  changes,  so  you  can't  innovate 
quickly  without  validating  them." 

CIOs  can  shorten  the  path  to  implementing  innovation  by  shrinking  project 
timelines  with  automation.  They  also  need  to  determine  how  new  projects  will 
affect  current  business  processes  so  IT  can  plan  deployments  with  minimal 
disruption.  Automating  business  process  validation  achieves  both  at  once,  cutting 
testing  time  by  80%  or  more. 

Why  Automate  Business  Process  Validation? 

Although  enterprise  software  vendors  test  their  software  to  ensure  the  code 
works,  they  can't  test  how  the  software  fits  into  an  individual  company's  critical 
business  processes,  Kent  points  out.  "You  have  to  validate  that  the  process  works 
end-to-end,  across  applications,  custom  coding,  technologies,  and  all  devices." 


Conclusion 

Competitive  advantage  comes  from  a  combination 
of  innovation  and  speed.  Worksoft  helps  enterprises 
develop  an  automated,  repeatable,  process-driven 
approach  to  deploying  new  technology  that  drives 
faster  innovation  and  supports  more  cost-effective 
deployment  of  advanced  systems,  while  still 
minimizing  the  risk  of  business  disruption. 


WORKSOFT ; 
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innovation  and  business  value 


The  Price  Is  (Now)  Right 

An  insurer's  new  analytics  system  wins  over  skeptics  by 
producing  more  accurate  quotes  by  Stephanie  overby 


Until  recently,  the  homeowners'  insurance  underwriting  process  at  CIO  100  honoree  Bankers 
Financial  was  relatively  rudimentary.  A  potential  customer  called  an  agent.  The  agent  asked  seem¬ 
ingly  endless,  sometimes  odd  questions— “Does  your  dog  bark?  Is  it  ferocious?”— to  get  a  picture  of 
the  individual,  the  property  and  the  potential  risk.  Working  with  multiple  applications,  the  agent 
arrived  at  a  quote,  which  might  or  might  not  be  competitive.  Assuming  the  potential  customer 
liked  what  he  heard,  the  business  went  to  underwriting,  where,  after  all  that,  it  might  be  declined 
for  failing  to  meet  risk  guidelines. 

Then  came  a  new  insurance  group  president,  a  new  CIO,  and  a  new  vice  president  of  business 
intelligence  and  analytics,  all  of  whom  were  convinced  that  advanced  data  analysis  could  transform 
the  way  Bankers  Financial  approached  its  homeowners’  insurance  business.  The  company  could 
deliver  better  customer  experience  and  better  prices— not  to  mention  better  margins— if  it  had  bet¬ 
ter  analytics,  says  CIO  Jim  Albert.  ►  ►  ► 
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•  . . 21%  Portion  of  a  data  center's  electric  power  expected  to  come 

from  solar  energy  in  2025,  up  from  1%  today.  Emerson  Network  Power  •••••••••••••••• 
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Indeed,  there  was  a  better  way. 

IT  collected  internal  and  external  data  on 
every  home  in  Florida,  where  the  company 
is  headquartered.  Using  analytics  tools, 
the  team  created  a  system  for  predicting 
potential  losses  from  catastrophic  and  non- 
catastrophic  events  on  a  specific  property, 
cross-referencing  that  with  the  profit  margin 
Bankers  Financial  seeks  and  coming  up  with 
a  premium.  For  the  first  time,  agents  could 
access  one-click,  pre-underwritten  quotes. 

“All  the  agent  had  to  do  was  ask  for  the 
address,”  says  Sai  Giridharan,  VP  of  business 
intelligence  and  analytics.  Not  only  is  it  fast, 
but  the  software  predicts  whether  a  price  is 
competitive  enough  for  the  prospect  to  take. 

The  system  also  gets  better  over  time.  “In  the  past,  [the  under¬ 
writing  and  quote  processes]  were  only  as  good  as  what  had 
happened  over  five  or  10  years,” 
says  Giridharan.  The  new  system 
“is  constantly  recalibrating  based 
on  each  risk  that  comes  in.” 


Masters  of  the  Customer  Universe 

Many  business-to-business  companies  are  trying  to  improve 
customer  experiences,  but  only  the  "masters"  are  seeing  big  ROI 

Categories  of  B2B  companies  investing  in  customer  experience  (CX): 


MASTERS ::  Excel  at  defining  and 
executing  CX  strategy 

STRJV/ERS ::  Moderate  CX  performance 
LAGGARDS  "Big  CX  performance  gaps 

SOURCE:  ACCENTURE  SURVEY  OF  1,458  B2B  COMPANIES,  JUNE  2014 
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'It  took  proof, 
not  just 
persuasion, 
to  have  this 
take  off." 


U 


-Jim  Albert,  CIO, 
Bankers  Financial 


Winning  Over  Skeptics 

At  first,  the  new  system  wasn’t 
welcome.  “We  had  a  few  champi¬ 
ons  early  on  and  lots  and  lots  of 
skeptics,”  says  Albert.  IT  worked 
with  pilot  agents  in  certain  coun¬ 
ties.  As  they  became  comfortable  using  the  system,  the  mar¬ 
keting  group  launched  communication  programs  and  set 
up  meetings  to  discuss  the  experience.  Ultimately,  it  was  the 
results  the  pilot  agents  talked  about  that  won  over  the  others. 
Then  everyone  wanted  it.  “It  took  proof,  not  just  persuasion,  to 
have  this  take  off  like  wildfire,”  says  Albert. 

A  year  in,  the  system  has  proven  highly  accurate,  according 
to  Albert.  Bankers  Financial  has  seen  a  300  percent  increase  in 
quotes  for  homeowners’  insurance.  IT  is  now  developing  mod¬ 
els  for  other  states.  Then  they’ll  move  on  to  other  product  lines, 
he  says,  like  the  more  complex  commercial  business.  “We’re  a 
small  example  of  the  power  of  big  data,”  says  Albert. 

As  analytics  usage  expands,  the  company’s  philosophy  will 
be  the  same,  says  Giridharan:  “To  predict  more  accurately  that 
every  single  bit  of  business  coming  in  the  door  is  profitable.” 

Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts, 
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Data,  Yes,  But 
Gut  Feeling 
Still  Has  Role 

The  desire  to  make  better  decisions  faster 
is  the  fundamental  reason  for  the  boom  in 
data  analytics,  but  intuition-the  old  gut 
feeling-still  has  a  valuable  role  to  play  in 
decision-making,  according  to  a  study  by 
the  Economist  Intelligence  Unit  (EIU),  the 
research  division  of  The  Economist  Group. 

In  a  survey  of  174  executives,  59  percent 
said  they  rely  on  data  to  help  them  make 
decisions,  while  only  10  percent  said  they 
primarily  rely  on  intuition.  "Despite  the 
apparent  popularity  of  data-driven  decision¬ 
making,  however,  intuition  is  in  fact  valued 
highly,"  says  Jane  Bird,  author  of  the  EIU 
report.  Nearly  three-quarters  of  respondents 
said  they  trust  their  own  intuition  when  it 
comes  to  decision-making.  Even  among  the 
data-driven  decision-makers,  over  two-thirds 
agreed  with  that  statement. 

What  happens  when  the  data  contradicts 
their  intuition?  Fully  57  percent  of  survey 
respondents  said  the  first  thing  they  would 
do  is  re-analyze  the  data;  30  percent  said  they 
would  collect  more  data;  and  only  10  percent 
said  they  would  take  the  course  of  action  sug¬ 
gested  by  the  data.  -Thor  Olavsrud 
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•  . . .  •  •  39%  Enterprises  in  China  that  have  a  C-level  digital  leader  such  as  a 

chief  digital  officer,  versus  the  7%  global  average.  Gartner  Executive  Programs  •••••••••••••• 
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Building  Systems  People  Love 

Are  your  business  apps  ones  that  employees  want  to  use  and  can  pick  up  without 
training?  If  not  you  need  a  different  kind  of  design  team,  by  harold  h  Ambrose 


Today  an  enterprise  system  must  engage 
the  workforce  the  same  way  Twitter,  Face- 
book,  Google  and  a  galaxy  of  apps  have 
engaged  the  masses.  That  means  the  next 
system  we  deploy  cannot  be  the  result  of 
a  traditional  negotiation  between  business  analysts  and 
technologists.  It  must  come  from  the  same 
place  as  those  consumer  apps  and  Internet 
successes:  the  nexus  of  fast-paced,  multi¬ 
disciplinary  and  human-focused  develop¬ 
ment  that  doesn’t  look  or  act  at  all  like  the 
people  or  processes  that  created  the  sys¬ 
tems  of  the  last  30  years. 

When  building  or  buying  the  systems 
that  will  run  business  in  the  next  30  years, 
we  need  to  be  ready  to  replace  the  business 
analyst  with  a  psychologist  or  an  anthro¬ 
pologist.  We  need  to  be  ready  to  pair  a 
technologist  with  a  designer.  A  new  day 
has  dawned  for  the  enterprise. 

To  bring  the  kind  of  success  enjoyed  by  systems  outside 
the  enterprise  into  our  businesses,  we  have  to  understand 
one  key  fact:  Technology  outside  the  enterprise  is  strik¬ 
ingly  different  because  people  want  to  use  it.  They  aren’t 
trained  to  use  it.  No  one  spends  a  dime  on  change  manage¬ 
ment.  People  take  one  look  at  the  stuff,  understand  how  it 
is  relevant  to  their  world,  buy  it  and  never  look  back  (at 
least  until  something  better  comes  along).  The  contract 
between  these  tools  and  the  typical  enterprise  system 
couldn’t  be  starker. 

Between  the  operational  and  IT  sides  of  the  organiza¬ 
tion  lies  a  mysterious  body  of  corporate  resources  that  can 
provide  valuable  insight  into  how  technology  can  serve 
the  business  in  the  decades  ahead.  This  resource  is  the 
men  and  women  who  make  up  the  corporation:  the  enter¬ 
prise’s  human  capital.  Understanding  them  and  allowing 
that  understanding  to  drive  systems  innovation  requires 
skills  you  likely  don’t  have  in  the  organization  and  methods 
that  may  seem  unconventional. 


Move  over,  business  analyst,  yours  is  an  incomplete  pic¬ 
ture  of  the  business.  Make  room  for  the  design  researcher 
who  will  deliver  human-centered  (not  process-centered) 
insights  and  opportunities.  Their  perspective  is  different 
from  a  business  analyst  who  will  ask,  “How  do  you  do  your 
job?  What  data  do  you  need?”  Instead,  they  may  inquire, 
“Why  do  you  do  your  job  this  way?  Tell  me 
about  the  decisions  that  you  make.  Why 
are  these  important?  What  is  success  for 
you?  For  your  organization?” 

Agile  or  rapid  methods  might  be  great 
for  fast,  iterative  software  development, 
but  invite  a  designer  into  the  exercise  and 
you’ll  learn  how  the  design  process  allows 
for  much  more  effective  exploration  and 
discovery.  This  isn’t  the  “design  thinking” 
fad.  This  is  “design  doing”— technologists, 
business  analysts,  designers,  researchers, 
executives  and  rank-and-file  staffers  defin¬ 
ing  possibilities  together.  They’re  focused  equally  on  the 
people  that  we  need  to  perform,  the  technology  we  can 
deliver,  and  the  business  that  must  be  served. 

Pay  attention,  enterprise  leaders.  We  are  at  a  moment 
when  we  can  choose  to  learn  from  the  successes  of  tech¬ 
nology  in  the  streets,  or  we  can  continue  to  fight  a  war  we 
cannot  win  in  the  halls  of  our  companies.  What’s  at  stake? 
Continued  training  expense,  ineffective  systems,  unreal¬ 
ized  return  on  investment— all  directly  proportional  to  how 
far  our  business  and  technology  strategies  are  removed 
from  an  accurate  appreciation  of  our  human  capital. 

Imagine  a  workforce  anxious  for  the  next  release  or 
update  of  the  enterprise  system.  To  achieve  this,  we  need 
to  learn  from  the  successes  in  the  pockets  and  purses  of 
our  workforce.  Expertise  in  business  and  technology  has 
brought  us  to  where  we  are.  New  skills  and  methods  will 
get  our  enterprise  systems  to  where  they  need  to  be. 


Harold  Hambrose  is  founder  and  CEO  of  Electronic  Ink,  an  inter¬ 
national  business-system-design  consultancy. 


We  can  choose 
to  learn  from 
the  successes  of 
technology  in 
the  streets,  or 
we  can  continue 
to  fight  a  war  we 
cannot  win  in 
our  companies. 
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The  world  of  IT  and  the  role 
of  the  CIO  are  transforming. 

We  need  to  lead. 
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www.innovatebusinesslT.com 
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Accelerate  Your  Value 
to  Drive  Success 


Present 


Future 


of  CIOs  will  not  be 
doing  what  they 
are  doing  in  3  years. 


of  CIOS  will  evolve 
and  succeed  in 
their  roles. 


Where  will  you  be? 


Continue  the  conversation. 

Source:  Accelerating  Value :  Disruptions  Impacting  Business 
Today;  A  Joint  Study  by  Dell  Services  &  Forbes  Insights 


Today's  CIO  is  faced  with  a  rapidly  changing  environment  as  new  technologies,  economic 
realities  and  workplace  dynamics  continue  to  evolve.  Tomorrow's  business  and  IT  leaders 
will  need  to  understand  and  adapt  to  the  new  insights  and  strategies  required  to  help 
organizations  orchestrate  through  these  innovative  forces. 


Continue  the  Conversation: 


As  a  result,  Dell  Services  has  built  innovatebusinesslT.com  to  host  and  drive  the  discussion 
forward.  Our  goal  is  to  partner  with  you  in  your  journey  to  change  how  technology 
is  positioned  to  drive  business  outcomes  and  create  competitive  advantage  for 
your  organization. 


For  more  information  and  to  join  the  discussion,  visit  www.innovatebusinesslT.com. 


Responsive  Design  Yields  Revenue 

Australia's  Carsales.com  sells  mobile-enhanced  websites  to  its 
network  of  dealers  as  a  value-added  service  by  john  moore 


WEBSITE  DESIGN  Carsales.com 
runs  a  network  of  online  classified 
websites  in  Australia,  attracting 
millions  of  consumers  each  month 
to  listings  for  cars,  motorcycles  and 
other  vehicles.  The  company  also 
helps  dealers  set  up  websites  to  dis¬ 
play  their  inventory. 

Carsales.com  had  its  own  proprie¬ 
tary  platform  for  building  those  sites, 
but  the  technology  limited  its  ability 
to  quickly  roll  out  and  update  dealer 
websites  en  masse.  In  addition,  the 
company  wanted  to  provide  dealers 
with  sites  built  on  the  principles  of 
responsive  design,  which  adjusts 
content  to  fit  on  smartphone  and 
tablet  displays  when  required  and 
thereby  avoids  the  hassle  of  creating 
separate  websites  for  each  class  of 
mobile  device. 

“Our  two  main  criteria  [for  a  new 
platform]  were  time-to-market  and 


being  able  to  offer  these  dealers  a 
responsive  website  that  was  afford¬ 
able,”  says  Paul  Barlow,  group  strat¬ 
egy  director  at  Carsales.com. 

Responsive  design  is  gaining 
momentum,  says  Mike  Murphy, 
senior  design  director  at  GfK,  a 
research  company.  “Even  a  year  ago, 
responsive  was  the  exception,  but 
now  it  is  becoming  the  rule,”  he  says. 
“It  gives  you  something  more  sus¬ 
tainable  than  building  three  or  four 
different  versions  of  your  face  to  the 
world.” 

Historically,  the  company  tended 
to  build  its  own  platforms,  but  that 
option  became  less  attractive  as  the 
company  grew.  Carsales.com  now 
weighs  the  speed  it  needs  to  field  a 
solution  against  the  recurring  cost 
of  obtaining  that  solution  from  a 
partner.  In  this  case,  the  company 
selected  Moboom’s  website  platform 


and  content  management  system  to 
create  the  dealer  sites. 

The  companies  began  working 
together  in  March  2013.  Today,  1,000 
dealers— about  a  quarter  of  Car- 
sales.com’s  dealer  population— use 
Moboom-built  sites.  The  transi¬ 
tion  to  Moboom  has  made  website 
deployment  two  to  three  times  faster 
and  prepared  dealers  for  the  rise  in 
mobile  traffic. 

Barlow  says  the  mobile-enhanced 
sites  have  become  a  revenue-gener¬ 
ating  product,  instead  of  something 
the  company  gave  away.  In  general, 
Carsales.com  seeks  to  create  new 
products  that  bolster  yield  per 
account  and  help  the  company  grow 
without  relying  solely  on  adding 
new  dealers. 


John  Moore  is  a  freelance  business  and 
technology  writer  for  CIO.com. 
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Hear  a  Heart  go  Pitter-Patter 

HEALTHCARE  A  startup  called  Eko  Devices  has 
developed  a  device  that  attaches  to  a  standard  analog 
stethoscope  and  sends  heartbeat  data  to  a  physi¬ 
cian's  smartphone  or  tablet  for  analysis. 

Using  the  Bluetooth  Low  Energy  protocol,  the  Eko 
adapter  sends  audio  from  the  stethoscope  to  a  doc¬ 
tor's  mobile  app  as  a  digital  waveform. 

"Their  goal  is  to  listen  to  that  heart  and  determine 
if  there's  anything  that  warrants  further  investiga¬ 
tion,"  Eko  CEO  Connor  Landgraf  said  at  the  DEMO 
Enterprise  conference. 

If  something  sounds  wrong,  the  doctor  can  for¬ 
ward  the  audio  file  to  another  physician  for  a  virtual 
consult  or  send  it  to  Eko's  data  center,  where  the  com¬ 
pany  uses  algorithms  to  detect  irregularities  such  as 
heart  murmurs.  -Stephen  Lawson 


Emergency  Checklist  in  an  App 

CRISIS  MANAGEMENT  Miami  Dade  College  has  deployed  a 
mobile  app  that  delivers  step-by-step  procedures  for  han¬ 
dling  incidents  such  as  hurricanes  or  on-campus  shooters, 
serving  as  crisis-response  CliffsNotes  for  164,000  students 
and  3,000  employees. 

In  the  past,  instructions  were  disseminated  through 
handouts,  pocket  brochures  and  in-person  briefings,  says 
Anthony  Bradley,  director  of  emergency  preparedness.  But 
"handouts  and  brochures  wind  up  in  the  trash  or  at  home  in  a 
drawer,"  he  says,  "and  people  forget  the  briefings  over  time." 

The  app  has  a  simple  checklist  to  follow.  "During  an  emer¬ 
gency  situation,  most  people  tend  to  panic  and  can  put  them¬ 
selves  at  risk  of  further  harm  if  they  don't  have  a  clear  plan  in 
mind  or  aren't  instructed  on  what  to  do,"  says  Bradley.  "This 
gives  them  that  peace  of  mind  and  keeps  them  informed  of 
what  to  expect  next."  -Stephanie  Overby 
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To  Catch  a  Thief 


Virginia  Credit  Union  uses  real-time  analytics  to  spot  fishy 
phone  calls  and  preventfraud  bymary  k.pratt 

Financial  institutions  use  many  technologies  to  fight  crime,  but  much  of  the  work  comes  too  late, 
focusing  on  suspicious  activity,  like  uncharacteristic  charges  or  money  transfers,  after  it  happens. 

Virginia  Credit  Union  has  software  to  do  that  kind  of  after-the-fact  analysis,  but  CIO  Chris 
Saneda  says  his  company  saw  a  chance  to  actually  prevent  theft.  The  credit  union  built  an  analyt¬ 
ics  system  to  stop  fraudsters  who,  with  a  bit  of  personal  information,  can  con  call  center  workers. 

“We’re  trying  to  get  in  front  of  it  before  real  fraud  happens,”  Saneda  says.  Virginia  Credit  Union, 
with  570  employees  and  an  IT  department  of  38,  earned  a  CIO  100  award  this  year  for  the  project. 

Using  an  agile  approach,  the  fraud- risk-management  team,  a  staff  developer,  and  a  contract  devel¬ 
oper  started  building  the  analytics  system  last  year.  They  identified  scenarios  that  could  indicate 
fraud,  based  on  input  from  the  fraud- risk-management  department  and  the  contact  center  -  ►  ► 
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We  offer  a  platform  for  Strategic  Interoperability. 

Our  technology  is  essential  if  you  want  to  make 
breakthroughs  in  strategic  initiatives  such  as 
coordinating  care,  managing  population  health,  and 
engaging  with  patient  and  physician  communities. 

Add  our  HealthShare  platform  to  your  EMRs. 

InterSystems  HealthShare®  will  give  you  the  ability 
to  link  all  your  people,  processes,  and  systems  - 
and  to  aggregate,  analyze,  and  share  all  patient  data. 
With  HealthShare,  your  clinicians  and  administrators 
will  be  able  to  make  decisions  based  on  complete 
records  and  insight  from  real-time  analytics. 

INEERSYSIEMS” 

lnterSystems.com/Ability3F 
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at  the  credit  union,  which  has  $2.5  billion  in  assets. 
The  system,  called  Fraud-Fighter,  starts  working  as 
soon  as  a  call  comes  in  to  the  contact  center,  using 
algorithms  to  analyze  the  interaction  and  historical 
information  associated  with  the  account. 

Challenges  arose  in  accessing  some  of  the 
required  data,  Saneda  says.  First,  the  credit  union 
did  not  have  all  the  information  in  its  warehouse  at 
the  project’s  start.  The  team  also  had  to  forgo  some 
information  it  wanted  to  gather  from  its  online 
banking  system— specifically  IP  addresses  from 
recent  logins.  The  vendor  that  hosts  the  online 
banking  system  couldn’t  provide  the  data  without 
additional  development  work. 

Saneda  declined  to  disclose  details  about  which 
elements  of  a  customer  interaction  would  raise  red 
flags;  he  doesn’t  want  to  educate  potential  criminals. 
But,  he  says,  general  tip-offs  include  uncharacteris¬ 
tic  online  activity  followed  by  requests  for  address 
changes  or  multiple  calls  to  the  contact  center  in 
quick  succession.  If  these  or  other  warning  signs 
show  up,  the  system  provides  a  yellow  or  red  alert 
to  the  call  handler.  The  software  also  suggests  steps 
employees  can  take,  such  as  calling  a  manager  or 
invoking  additional  authentication  procedures. 

Four  Fishy  Cases 

In  the  first  three  months  after  Fraud-Fighter 
launched  last  September,  the  system  flagged  four 
cases  of  potential  fraud,  where  someone  who  hadn’t 
been  authorized  by  the  real  account  holder  con¬ 
tacted  the  credit  union.  The  system  alerted  front¬ 
line  staff  to  take  extra  precautions  to  authenticate 
each  caller’s  identity.  Each  time,  the  caller  failed 
increased  authentication  tests  and  the  transaction 
was  halted.  Fraud-Fighter  recouped  what  it  cost  to 
build  in  those  first  three  months,  Saneda  says. 

Tim  Phillipps,  a  global  consultant  at  Deloitte 
Analytics,  says  many  call  centers  improve  customer 
service  and  increase  sales  through  analytics,  but 
he  hasn’t  seen  many  companies  adopt  analytics  to 
fight  fraud.  “It’s  a  really  interesting  way  to  combat 
an  age-old  problem,”  he  says.  “I’d  be  surprised  if 
this  doesn’t  become  more  common.” 

Virginia  Credit  Union  plans  to  make  the  system 
more  sophisticated  to  keep  up  with  evolving  social 
engineering  and  fraud  tactics,  Saneda  says.  He  sees 
Fraud-Fighter  as  a  tool  to  protect  his  company’s 
235,000  credit  union  members  “from  monetary 
loss  and  endless  personal  grief.” 


Mary  K.  Pratt  is  a  freelance  writer  based  in  Massachusetts. 


Office  for  iPad  Shakes  Up 
the  Mobile  Enterprise 

BY  TOM  KANESHIGE 

The  arrival  of  Microsoft's  Office  productivity  suite 
on  the  iPad  last  spring  means  many  things,  includ¬ 
ing  the  end  of  the  good  times  for  the  third-party 
iPad  apps  that  resemble  Office.  Now,  Apple's  and 
Microsoft's  closed  systems,  iWork  and  Office  for 
iPad,  will  leave  little  room  for  third-party  productivity  apps  such 
as  Google's  Quickoffice  and  Citrix's  Office2  HD,  or  for  third-party 
storage  services  such  as  Box  and  Dropbox,  and  third-party  man¬ 
agement  software  such  as  Mobilelron  and  AirWatch. 

Office  for  iPad  was  an  instant  hit.  More  than  12  million  peo¬ 
ple  downloaded  it  in  the  first  week,  even  though  it  costs  $100 
a  year,  whereas  iWork  is  free  on  newer  Apple  devices  and  costs 
$10  per  app  on  older  devices,  And  CIOs  may  see  a  compelling 
case  for  using  the  Microsoft  suite,  given  the  pervasiveness  of 
Office,  the  rise  of  the  iPad  and  the  proliferation  of  third-party 
cloud  storage  and  mobiie-device-management  (MDM)  services. 

That's  where  Office  for  iPad  threatens  to  shake  up  the 
mobile  enterprise,  thanks  to  Microsoft's  strategy  of  using  its 
ubiquitous  software  to  capture  related  markets:  Office  for  iPad 
is  tied  exclusively  to  Microsoft's  Office  B65  cloud  software  ser¬ 
vices,  its  OneDrive  cloud  storage,  and,  possibly,  its  Enterprise 
Mobility  Suite  for  MDM. 

"It's  actually  really  smart,  really  well  done,"  says  Yaacov 
Cohen,  co-founder  and  CEO  at  Harmon. ie,  whose  collaboration 
app  sits  somewhat  on  the  sidelines,  having  strong  partner¬ 
ships  with  Mobilelron,  Good  Technology,  Microsoft  and  others. 

But  most  CIOs  abhor  vendor  lock-in  and  could  see  Micro¬ 
soft's  Office  for  iPad  strategy  as  retrograde.  Take  cloud  storage: 
Office  for  iPad  documents  can  be  stored  only  on  Microsoft  One- 
Drive,  which  locks  out  third-party  apps  like  Dropbox  and  Box. 

MDM  is  a  similar  situation,  Office  for  iPad  needs  to  flow 
through  Enterprise  Mobility  Suite,  Cohen  says,  though  some 
third-party  MDM  vendors  maintain  that  they  can  work  with  it, 
AirWatch,  for  instance,  claims  that  customers  can  open  Office 
for  iPad  documents  from  AirWatch's  Secure  Content  Locker  and 
secure,  manage,  edit  and  annotate  them  across  file  types. 

And  Mobilelron  can  secure  Office  for  iPad  in  several  ways, 
says  the  security  company's  vice  president  of  strategy,  Ojas 
Rege:  It  can  distribute  the  app  securely  through  Mobilelron's 
Apps@Work  enterprise  app  store  as  a  managed  app;  it  can 
let  admins  delete  the  app  and  prevent  authorized  apps  from 
accessing  corporate  data  in  Office;  and  it  can  connect  Office 
securely  to  corporate  SharePoint  servers. 

But  does  it  really  matter?  There's  a  good  chance  that  Micro¬ 
soft  will  become  the  MDM  provider  of  choice, 


Tom  Kaneshige  is  a  senior  writer  for  CI0.com. 
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Skyscrapers  Reach  the  Cloud 

A  global  architectural  firm  sees  big  advantages  in  putting  giant  data  files 
of  building  designs  in  a  cloud-based  storage  service  by  bob  violino 


Perkins  and  Will,  like  many  other 
global  architectural  firms,  is  strug¬ 
gling  to  manage  ever-growing  vol¬ 
umes  of  information.  Data-intensive 
applications  such  as  building  infor¬ 
mation  modeling  (BIM)  produce  enor¬ 
mous  files  on  a  regular  basis. 

The  firm,  which  operates  in  six 
countries,  has  about  150  terabytes 
of  critical  data— 80  percent  of  which 
is  in  BIM  files  of  up  to  300  mega¬ 
bytes  each.  And  the  volume  of  data 
is  growing  fast.  In  about  three  years, 
data  volume  is  expected  to  reach  400 
terabytes,  says  CIO  Murali  Selvaraj. 

Perkins  and  Will  executives  deter¬ 
mined  in  2013  that  traditional  stor¬ 
age  options  could  no  longer  meet  the 
company’s  needs.  Many  of  the  firm’s 
building  projects  involved  multiple 
offices,  and  its  architects  were  spend¬ 
ing  a  lot  of  time  waiting  for  models  to 
open  or  to  synchronize  files  with  the 
central  office. 

In  addition,  managing  data  back¬ 


ups  at  remote  locations  was  costly, 
labor-intensive  and  taking  up  a  huge 
amount  of  network  bandwidth. 

The  firm  was  devoting  budget  not 
just  to  internal  storage,  where  demand 
was  growing  exponentially,  but  also  to 
backing  up  that  storage  and  then  cre¬ 
ating  offsite  backups.  This  all  placed  a 
big  drain  on  Perkins  and  Will’s  finan¬ 
cial  and  IT  resources,  Selvaraj  says. 

The  solution  was  to  move  data 
storage  to  the  cloud.  The  firm 
deployed  a  cloud-based  storage  ser¬ 
vice  from  Nasuni  to  provide  primary 
storage  and  data  protection  for  its  25 
offices.  With  the  service,  Perkins  and 
Will  estimates  it  can  save  more  than 
50  percent  on  backup  expenses  alone 
over  three  years.  The  firm  had  been 
spending  more  than  $1  million  on 
backups  per  year. 

Besides  saving  the  company 
money,  the  cloud  service  enables  the 
firm’s  employees,  such  as  designers 
and  architects,  to  easily  access  and 


collaborate  on  files  from  many  loca¬ 
tions.  “Our  clients  are  global,  so  we 
need  to  stay  global  and  go  where  our 
clients  are  going,”  Selvaraj  says. 

Another  big  plus  is  scalability.  The 
firm  no  longer  needs  to  buy  additional 
server  capacity  whenever  demand 
suddenly  rises. 

Many  companies  are  concerned 
about  entrusting  critical  files  to  the 
cloud,  but  Perkins  and  Will  is  con¬ 
fident  that  its  data  is  safe.  “Security 
is  not  something  we  take  [lightly],” 
Selvaraj  says.  “But  going  to  the  cloud, 
we’re  not  afraid  of  that.” 

A  growing  number  of  organiza¬ 
tions  are  looking  into  cloud-based 
storage  as  a  way  to  handle  burgeoning 
data  growth,  make  data  more  easily 
accessible  to  mobile  users,  and  sup¬ 
port  disaster  recovery,  says  Gartner 
analyst  Gene  Ruth. 


Bob  Violino  is  a  freelance  writer  based  in 
New  York, 


Spanish  Bank  Moves 110,000  Employees  to  Google  Apps 


When  Banco  Bilbao  Vizcaya  Argentaria  (BBVA)  rolls  out  Google 
Apps  to  its  11,000  U.S,  workers  this  year,  it  will  complete  a  deploy¬ 
ment  that  started  in  2012  and  encompasses  110,000  employees 
worldwide,  The  Spanish  bank  hopes  that  having  its  entire  work¬ 
force  using  the  cloud  email  and  collaboration  suite  will  sharpen 
productivity  and  transform  how  employees  interact. 

Along  with  Google  Apps,  BBVA  has  deployed  a  global  intranet 
that  it  developed  in-house  and  hosts  on  Google  App  Engine, 
Google's  platform-as-a-service  offering. 

Using  the  intranet  and  Apps'  email,  calendar,  IM,  cloud  storage, 
file  sharing,  audio/video  communications  and  office  productivity 
software,  BBVA  wants  to  simplify  and  improve  the  way  employees 
find,  contact  and  collaborate  with  colleagues,  regardless  of  where 
they're  located  and  what  computing  device  they're  using-smart¬ 
phone,  tablet  or  PC. 

"This  gives  us  a  very  good  way  to  improve  the  productivity  of 


employees,"  says  Gabriel  Sanchez  Iniesta,  CIO  of  BBVA  Compass, 
the  bank's  U.S,  business  unit,  which  operates  684  branches.  "Now 
we're  collaborating,  co-creating  and  co-editing  in  the  same  space." 

This  is  particularly  important  at  a  large  global  company  like 
BBVA,  which  is  based  in  Spain  and  has  operations  in  more  than  25 
other  countries,  he  says, 

The  intranet  will  share  bank  news  that's  relevant  to  employees 
globally,  but  it  will  also  have  sections  for  local  information  gener¬ 
ated  by  regional  staffers,  he  says. 

Although  BBVA  isn't  using  Apps'  website  builder  Sites  for  the 
intranet,  workgroups  do  use  it  to  build  "microsites"  on  an  ad  hoc 
basis  for  collaborating  on  their  projects,  content  and  tasks. 

As  it  rolls  out  Google  Apps,  BBVA  has  been  shutting  down  a 
variety  of  on-premise  email  and  collaboration  systems,  including 
Microsoft  Exchange,  which  was  used  by  its  35,000  employees  in 
Spain.  -Juan  Carlos  Perez 
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Merging  Talent  Pools 

One  of  a  CIO's  biggest  challenges  is  selecting  the  best  IT  talent  in  the 
throes  of  a  merger,  acquisition  or  divestiture  by  kristen  lamoreaux 


In  today's  dog-merge-dog  world,  one  of  the  great¬ 
est  challenges  is  determining  how  to  weave  the  IT 
talent  from  merging  companies  into  one  successful, 
thriving  organization.  Divestitures  pose  the  same 
challenge:  deciding  who  will  stay  and  who  will  go. 
“Skill  sets  can  differ  and  requirements  can  differ  for 
acquisition  versus  divestiture,”  says  Brian  Lurie,  former 
CIO  of  global  manufacturer  Gardner  Denver,  “but  talent 
is  needed  in  both  situations.”  He  says  that  when  mak¬ 
ing  selections,  CIOs  should  remember  that  “skills  can  be 
learned,  but  talents  are  innate.”  So  it’s  important  to  have 
candid  conversations  with  managers  at  the  other  company. 

“The  two  CIOs  from  the  merging  companies  need  to 
work  together,  along  with  their  execu¬ 
tive  teams,  to  outline  the  current  orga¬ 
nizations  and  develop  [a  vision  for]  the 
future  organization,”  says  Sue  Haindl, 
vice  president  of  Anexinet  and  a  former 
operations  and  IT  leader  at  Pew  Chari¬ 
table  Trusts  and  Exelon.  “You  should 
start  thinking  about  talent  during  the 
early  deal  discussions.” 

There  is  no  one  correct  way  to  handle  this  process.  But 
Brendan  O’Malley,  CIO  at  NSM  Insurance  Group,  recom¬ 
mends  avoiding  the  old  tactic  of  making  both  sides  bid  for 
their  jobs.  “I  have  never  gone  the  route  of ‘everyone’s  up  for 
grabs.’  One  organization  is  already  in  turmoil.  Why  throw 
a  curveball  to  your  own  organization?” 

Building  the  Team 

Maintaining  productivity  and  morale  through  a  merger 
or  divestiture  depends  on  two  factors:  the  people  who  are 
being  retained  and  those  who  are  being  released.  “How 
one  treats  those  who  are  to  be  released  has  a  direct  effect 
on  the  morale  of  those  who  you  desire  to  retain,”  Lurie  says. 

The  key  is  extraordinarily  good  communication,  the 
three  IT  leaders  say,  even  though  a  merger  or  divesti¬ 
ture  is  a  very  busy  time  for  the  CIO.  “In  the  absence  of 
information,  folks  will  imagine  the  worst  and  will  spend 
their  time  at  the  water  cooler  sharing  the  impending  doom. 


The  only  antidote  is  information,”  Lurie  says.- 

“Communication  and  transparency  are  very  important 
during  a  merger,  but  the  way  to  build  the  team,  commu¬ 
nity  and  culture  is  based  on  investing  time,”  says  Haindl. 
“During  a  merger,  IT  leadership  is  stretched  in  many  ways, 
much  like  the  organization,  but  you  need  to  devote  time 
each  day  to  being  actively  engaged:  face-to-face,  social 
media,  town  hall  meetings.  These  engagements  become 
the  new  stories  of  the  organization.” 

Merger  =  Bonus? 

Be  aware  that  some  employees  in  the  midst  of  a  merger 
have  come  to  expect  retention  bonuses.  And  while  it’s  true 
that  bonuses  can  be  used  to  acknowledge 
those  who  are  most  valuable,  the  absence 
of  a  bonus  can  be  interpreted  as  saying, 
“Ah,  yeah,  you  can  go  now.”  Lurie  is  leery 
of  retention  bonuses:  “You  need  to  be 
very  careful  with  the  information  that 
is  shared  and  assume  that  who  is  on  the 
[bonus]  list  will  eventually  leak.  It  can  be 
like  a  cancer  if  not  managed  correctly.” 

O’Malley  agrees  that  retention  bonuses  are  tricky. 
“They  are  a  tool,  but  not  one  that  I  would  pull  out  on  day 
one.  These  need  to  be  handled  very  carefully  and  presented 
and  sold  to  the  individuals  involved  or  they  can  boomerang 
pretty  quickly.” 

Haindl  says  that  throughout  her  career,  “The  best 
[M&A]  transactions  had  several  key  ingredients:  a  lead¬ 
ership  team  that  had  a  vision  and  plan  for  the  merged 
companies;  frequent  and  transparent  communication  to 
the  workforce;  and  a  timeline  that  supported  rapid  and 
efficient  integration.” 

While  as  CIO  you  don’t  have  control  over  all  aspects 
of  the  deal,  you  can  control  your  actiohs,  the  frequency  of 
your  communication,  and  the  attitude  and  energy  you  put 
into  choosing  the  best  IT  talent  for  the  new  organization. 


Kristen  Lamoreaux  is  president  and  CEO  of  Lamoreaux  Search, 
which  finds  IT  professionals  for  hiring  managers. 
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retention  bonuses 


AUGUST  1,  2014 


www.cio.com 


I 

Sungard  Availability  Services 

Solutions  as  unique  as  your  IT  needs. 


Improve  resiliency  of  mission  critical  applications  with 
Sungard  AS’  unparalleled  IT  availability  services: 


•  Managed  IT  Services 

•  Information  Availability  Consulting  Services 


•  Business  Continuity  Management  Software 

•  Disaster  Recovery  Services 

Sungard  AS  —  more  than  30  years 
of  proven  experience  in  availability 
for  over  7,000  customers. 

We  keep  your  business  applications 
always  on,  always  available. 


Visit  www.sungardas.com 
for  more  information. 


SUNGARD® 

AVAILABILITY 

SERVICES" 


AWARDS  FEATURE  ::  2014  CIO  Hall  of  Fame 


BY  HiflDA  ZETL1N 


PO  NTS 


New  members  of  the  CIO  Hall  of  Fame 
recall  the  watershed  moments  when  they  learned 
the  hard  lessons  of  great  leadership 


How  do  top  CIOs  get  that  wag?r„mm 

the  path  to  greatness  includes  a  turning  point— a  moment  when  the  landscape  shifted  under 
them  and  they  learned  lessons  that  served  them  throughout  their  careers.  We  asked  a  few 
of  the  2014  inductees  into  the  CIO  Hall  of  Fame  to  recount  some  of  those  moments. 

For  Peter  Weis,  global  CIO  and  vice  president  of  supply  chain  at  Matson  Navigation,  the 
turning  point  came  at  age  26,  during  a  conversation  with  his  boss  at  the  time.  Weis  was 
already  in  management,  working  at  an  entrepreneurial  unit  within  a  larger  business.  His 
boss  was  straightforward  and  driven.  “He  sat  me  down  and  told  me,  ‘I  know  you’re  very 


smart,  you’ve  done  great  things  already,  but  you  don’t  have  all  the  answers,”’  Weis  recalls. 
“‘You  can  be  a  great  leader,  but  you  won’t  unless  you  learn  to  listen  more— and  spend  some 
time  with  our  customers.’” 


The  boss  sent  Weis  on  the  road 
with  his  business  unit’s  sales  team. 
Weis  learned  how  much  he  liked 
working  with  customers.  He’s  con¬ 
tinued  to  spend  time  with  external 
customers  through  the  years  and 
now  leads  a  new  business  unit,  Mat- 
son  Logistics  Supply  Chain,  where  he 


has  full  profit- and-loss  responsibility. 

It  all  began  with  those  tough  words 
from  his  boss.  “I  was  fortunate  enough  to 
hear  it  from  someone  I  thought  the  world 
of,”  he  says.  “I  vividly  remember  that 
conversation.  There  are  painfully  few 
moments  when  people  give  you  feedback 
that’s  both  candid  and  constructive.” 


'We're  Bankrupt!' 

For  Elizabeth  Hackenson,  senior  vice 
president  of  global  business  services 
and  CIO  at  AES,  the  turning  point 
started  with  a  phone  call  at  11  p.m.  on 
July  20, 2002.  She  was  a  director  in  the 
IT  department  at  WorldCom  when  a 
colleague  called  to  inform  her  that  the 
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New  Members  of  the 

CIO  Hall 
of  Fame 

Ourtoughjudges-ali  Hall  of 
Famers  themselves-picked 
six  exemplary  CIOs  who  excel 
at  producing  business  results 

I  THADDEUS  ARROYO 
J  CIO 
I  AT&T 

CAREER  Arroyo  is  responsible  for  a  global 
IT  organization  with  over  25,000  technol¬ 
ogy  professionals,  2,900  enterprise  appli¬ 
cations  and  77  data  centers  in  11  countries. 
He  has  been  focused  on  technology's  role 
in  enhancing  the  customer  experience, 
especially  at  AT&T's  2,300  retail  stores, 
where  representatives  have  tablets  that 
give  them  access  to  all  the  relevant  data 
about  each  customer  they  meet.  He  was 
previously  CIO  at  Cingular  Wireless, 
JUDGE’S  VIEW  "Thaddeus  has  dem¬ 
onstrated  his  ability  to  lead  a  business 
and  technology  transformation  at  very 
large  scale  and  achieve  material  impact 
for  customer  experience  while  reducing 
complexity  and  building  a  highly  engaged 
workforce." 

I  CHRIS  HJELM 

|  SVP&CIO 
i  The  Kroger  Co. 

CAREER  Hjelm  has  created  a  pro-innova¬ 
tion  culture  that  has  brought  enormous 
value  to  the  Kroger  business,  One  benefit 
has  been  the  development  of  the  Que- 


Vision  real-time  predictive  analytics 
system,  which  dramatically  cuts  customer 
wait  times  at  checkout,  (Dave  Dillon,  Kroger 
chairman  and  CEO,  called  it  the  "best  inno¬ 
vation"  he  has  seen  in  his  retail  career,) 
Hjelm  also  led  challenging  IT  initiatives  at 
FedEx,  Orbitz  and  eBay. 

judge's  view  "Long,  proven  track 
record  of  strong  results  at  four  well-known 
companies  that  are  heavily  dependent  on 
strong  technology." 

I  ELIZABETH  HACKENSON 
J  SVP  of  Global  Business  Services  &  CIO 
1  AES 

CAREER  At  AES,  an  electricity  generator 
and  distributor,  Hackenson  has  earned  the 
trust  of  the  CEO,  who  put  her  in  charge  of 
business  services  and  innovation  projects 
far  afield  from  traditional  IT.  In  her  previ¬ 
ous  CIO  roles,  Hackenson  deftly  led  IT  at 
especially  difficult  times,  such  as  during  the 
merger  of  Alcatel  and  Lucent  and  during 
WorldCom's  bankruptcy, 

JUDGE'S  view  "Elizabeth  has  shown 
great  leadership  during  stressful  trans¬ 
formations.  Her  approach  is  a  modern 
approach.  She  serves  as  a  role  model  for  all 
aspiring  CIOs" 

I  DAVID  THOMPSON 
EVP  of  Global  Operations  &  CIO 
1  Western  Union 

CAREER  Thompson  has  developed  the 
digital  platforms-inciuding  a  new  website 
and  a  new  five-star  mobile  app-that  will 
take  his  company  into  the  future  of  global 
payments.  A  key  component  of  this  prog¬ 
ress  is  a  proprietary  system  that  keeps  the 
company  in  compliance  with  global  regula¬ 
tory  requirements.  Thompson  also  showed 
customer-centric  business  leadership  in 


his  previous  CIO  posts  at  Symantec  and 
PeopleSoft/Oracle. 

JUDGE'S  VIEW  "David's  focus  and  inno¬ 
vation  have  built  his  organization  into  a  key 
asset  for  Western  Union." 

I  RAYMOND  VOELKER 

CIO 

Progressive  Insurance 

CAREER  Voelker  and  his  team  have  trans¬ 
formed  the  insurance  industry  with  innova¬ 
tive  consumer-facing  technologies  such  as 
the  Snapshot  in-vehicle  driving  sensor  and 
the  use  of  mobile  phones  for  data  collec¬ 
tion.  Behind  the  scenes,  Voelker  revamped 
the  IT  organization,  focused  on  talent  man¬ 
agement,  promoted  innovation,  and  kept 
technology  costs  low. 

judge's  view  "Raymond  is  an  out¬ 
standing  leader  who  has  successfully 
guided  the  transformation  of  his  company 
and  his  industry." 

I  PETER  WEIS 

1  Global  CIO  &  VP  of  Supply  Chain 
if  Matson  Navigation 

CAREER  Weis  and  his  team  are  putting 
the  finishing  touches  on  a  nine-year  IT 
transformation,  which  involved  replacing 
every  enterprise  application  while  dramati¬ 
cally  reducing  costs  and  enabling  business 
growth,  Over  the  past  two  years,  his  role  at 
Matson  has  expanded  to  include  leading  a 
new  global  logistics  business  unit  (which 
has  doubled  its  revenue  and  is  expected  to 
be  profitable  this  year). 

JUDGE'S  VIEW  "Peter  has  had  a  signifi¬ 
cantpositive  impact  on  the  companies  for 
which  he  has  worked.  He  has  also  been  ' 
o  leader  in  defining  how  we  successfully 
deploy  information  technology  capabilities 
today." 


For  a  list  of  the  judges,  go  to  www.cio.eom/article/2453709 


company  would  be  filing  for  bankruptcy  protection  the  next  day. 

She  hadn’t  seen  it  coming.  Earlier  that  year,  CEO  Bernard  Ebbers 
resigned  after  a  financial  scandal.  But  with  Ebbers  replaced  by  John 
Sidgmore,  Hackenson  thought  WorldCom  was  in  the  clear. 

Now  she  sprang  into  action,  calling  her  direct  reports  and  ask¬ 
ing  them  to  come  in  early  the  next  day.  Hackenson’s  team  provided 
systems  that  helped  companies  manage  their  networks,  she  recalls. 
“We  said,  ‘We  don’t  know  what’s  going  on,  but  what  we  can  do  is 
make  sure  the  interaction  that  customers  have  remains  the  same.’” 

In  the  midst  of  this  chaos,  Hackenson  learned  that  she  was 
good  in  a  crisis.  As  management  reshuffled  and  she  was  even¬ 
tually  named  CIO,  she  learned  other  lessons.  Not  everyone  was 


happy  she’d  gotten  the  CIO  job,  but  she  responded  by  putting 
those  direct  reports  in  charge  of  various  parts  of  IT  while  she 
spent  her  time  with  the  company’s  customers.  Eventually  she 
forged  strong  alliances  with  some  of  her  skeptics. 

At  the  time,  she  adds,  she  got  a  great  piece  of  advice  from  CEO 
Michael  Capellas,  who  took  over  from  Sidgmore  in  December 
2002:  People  are  always  going  to  question  you,  regardless  of 
what  you  do,  he  said.  “You  just  have  to  prove  them  wrong.” 

Into  the  Deep  End 

Chris  Hjelm’s  turning  point  came  soon  after  resigning  as  CIO  of 
FedEx  in  January  2000,  when  he  landed  a  job  as  CIO  at  a  Sili- 
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con  Valley  startup  called  Zoho.  (In 
2000,  Zoho  was  an  online  market¬ 
place  providing  furniture,  fixtures 
and  equipment  to  the  hospitality 
industry;  it  later  sold  its  name  and 
URL  to  the  current  Zoho,  which 
provides  cloud-based  apps.) 

At  the  startup,  Hjelm  repeat¬ 
edly  found  himself  doing  tasks 
that  someone  else  would  have  han¬ 
dled  at  FedEx.  “I  was  working  on 
spreadsheets  and  creating  Power¬ 
Point  presentations  to  go  out  and 
raise  money,”  he  says.  “FedEx  had 
communications  specialists.  If  you 
had  to  do  a  presentation,  you’d  work 
with  other  people  who  pulled  that 
together  and  then  you’d  go  deliver 
it.  In  this  case,  I  was  all  of  those.”  It 
was  like  jumping  into  the  deep  end 
of  a  pool  and  realizing  he  had  to 
figure  out  how  to  swim,  he  recalls. 

He  was  equally  struck  by  the 
extreme  dedication  of  the  startup 
staff,  and  by  their  sense  of  mis¬ 
sion.  The  first  Zoho  went  down  in 
the  dotcom  bust,  and  a  few  jobs 
later,  Hjelm  wound  up  as  CIO  and 
senior  vice  president  at  The  Kroger 
Co.  There,  he  recently  launched  an 
initiative  to  try  to  instill  that  sense 
of  mission  from  the  startup  into 
his  IT  staff.  His  team  changed  the 
department’s  name  from  IS&S— an 
acronym  interpreted  differently  by 
different  IT  employees— to  Kroger 
Technology.  They  crafted  a  new 
mission  statement— “To  be  the 
most  valued  technology  organiza¬ 
tion  in  retail”— and  put  on  a  highly 
successful  event  to  introduce  the 
re-branded  department  to  the  rest 
of  Kroger. 

“I  came  out  thinking  how  powerful 
it  is  when  you  get  everyone  wrapped 
around  one  goal,”  he  says.  “That’s 
easy  in  a  startup  because  you’re 
working  on  one  thing.  But  when 
you’re  at  a  big  company  how  do  you 
do  that  so  that  everyone  gets  it?  That 
clear  sense  of  purpose  is  really  impor¬ 
tant,  and  I  think  big  companies  some¬ 
times  don’t  have  it  because  they  don’t 
tell  that  story.”  rara 


Minda  Zetlin  is  a  business  technology 
writer  based  in  New  York, 
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Big  wins  are  the  sum  of  small  victories.  Though  each  person 
owns  a  different  task,  together  they  share  a  common  goal: 
elite  performance.  Four  out  of  five  Fortune  500  companies  rely  on 
us  for  advanced  business  technology  and  customized  solutions 
to  propel  their  business  to  the  next  level.  Week  after  week. 
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This  year's  CIO  100  honorees 

collectively  spent  more  than  $502  million 
on  their  technology  projects,  and  many  of 
the  winning  efforts  focus  on  using  advanced 
analytics  to  create  new  sources  of  revenue, 
improve  customer  experience  and  increase 
competitive  advantage. 

Electronics  manufacturer  Celestica,  for  example,  devel¬ 
oped  a  supply  chain  analytics  solution  so  beneficial,  it  has 
created  a  new  line  of  business  to  sell  the  tool  to  customers. 
GE  Capital  rolled  out  a  system  that  enables  its  midsize 
financing  customers  to  manage  their  fleet  costs  with  predictive  maintenance  and  fuel  optimization 
capabilities.  Procter  &  Gamble  built  mobile  analytics  apps  that  worked  so  well  for  its  own  sales  force,  it 
now  provides  the  technology  to  its  distributors  and  other  selling  partners. 

“A  key  driver  is  the  increasing  amount  of  data  being  generated  each  day,”  says  Filippo  Passerini,  group 
president  of  global  business  services  and  CIO  at  P&G.  “With  the  investments  that  have  been  made  to 
measure  business  processes  and  produce  the  data,  comes  the  expectation  that  analytics  will  drive  actions 
that  fuel  business  improvements,”  Passerini  says.  “Analytics  allow  us  to  turn  this  data  into  meaningful 
business  insights  so  we  can  make  better  decisions.” 

“Anyone  who  wants  to  keep  their  finger  on  the  pulse  of  how  a  company  is  operating  is  investing  in 
advanced  analytics,”  says  Celestica  CIO  Mary  Gendron. 

But  these  CIO  100  award  winners  are  doing  more  than  simply  tracking  business  performance; 
they’re  transforming  it.  And  it’s  not  surprising  that  they’re  using  innovative  analytics  to  do  it.  Accord¬ 
ing  to  a  recent  survey  by  business  consultancy  KPMG,  51  percent  of  technology  executives  say  data  and 
analytics  will  be  the  top  driver  of  revenue  growth  in  the  future,  ahead  of  cloud  and  mobile  technology. 


Top  CIO  100 
projects  innovate 
with  analytics  to 
generate  revenue 
and  create  IT-led 
business  lines 

BY  STEPHANIE  OVERBY 
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Kelly  Shen,  CIO  of  business  intelligence 
at  GE  Capital  Americas,  says  the  only  way 
to  know  the  value  of  an  analytics  system 
is  to  get  it  to  users  fast.  The  first  iteration 
of  Fleet  Optimizer  was  built  in  72  days. 


Mary  Gendron,  CIO  of  Celestica, 
held  a  contest  challenging  IBM, 
MicroStrategy  and  SAP  to  show  her 
what  was  possible  with  analytics. 


Analytics-driven  business  change  will  affect  every  industry, 
says  Thomas  Davenport,  professor  of  IT  and  management  at 
Babson  College  and  author  of  Big  Data  at  Work.  “For  30  or  40 
years,  we  have  focused  on  getting  transaction  systems  in  place. 
Now  we’ve  won  that  war,  and  the  new  war  is  what  to  do  with 
all  of  the  data  we  have  accumulated,”  says  Davenport.  “How 
to  make  better  decisions  on  it  and  how  to  create  new  products 
and  services  based  on  it.” 

And  our  CIO  100  honorees  are  out  in  front  spearheading  the 
transformation.  They’re  learning  how  to  successfully  deploy 
advanced  analytics  and  racking  up  early  success  stories.  In  so 
doing,  these  CIOs  and  their  organizations  embody  the  ethos 
of  today’s  strategic  IT  organization:  putting  themselves  out  in 
front,  not  toiling  away  in  some  back  room  in  support  of  the 
business.  Not  simply  coming  up  with  solutions  to  business 
problems  but  helping  the  company  make  money,  enter  new 
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markets  and  surpass  the  competition. 

Starting  at  the  End 

It’s  tempting  to  jump  right  to  analytics  tools.  But  while  the  tech¬ 
nology  is  critical,  CIO  100  winners  say  it  must  take  a  backseat 
to  the  business  drivers. 

“You  have  to  understand  the  business  needs  and  then  deter¬ 
mine  where  technology  can  help,”  says  Passerini.  As  of  this 
spring,  P&G  had  given  5,000  sales  professionals  a  suite  of 
mobile  apps  that  offer  instant,  on-the-go  visibility  into  data 
like  in-store  sales  trends  for  Bounty  paper  towels  or  Bounce 


dryer  sheets.  The  program  has  led 
to  $8.2  million  more  in  sales  and 
$6  million  in  savings  so  far,  and 
is  a  hit  among  P&G’s  partners.  In 
the  past,  sales  folks  had  to  drag 
around  binders  of  printed— and 
dated— material  when  visiting 
customers.  Sales  reps  can  now 
access  all  available  data  about 
that  customer  right  before  their 
store  visit  to  come  up  with  plans 
to  boost  sales  of  certain  products  or 
rethink  the  mix.  At  headquarters, 
a  marketing  manager  can  instantly 
view  the  progress  of  a  product 
launch  based  on  a  store  analysis 
performed  in  the  field  by  sales 
representatives.  “The  faster  pace 
of  business  requires  better  tools 
to  operate  in  real  time,”  Passerini 
says.  “By  identifying  a  pain  point, 
we  were  able  to  use  technology  to 
better  serve  the  business— and 
that’s  what  we  exist  to  do.” 

It’s  critical  to  have  a  clear  tar¬ 
get  in  mind  for  analytics,  says 
Davenport.  “Even  once  you  have 
narrowed  the  field  of  application 
down  to  something  like  market¬ 
ing,  you  still  have  to  prioritize  the 
choices,”  he  says.  They  could  include  segmenting  customers, 
targeting  offers,  avoiding  attrition,  optimizing  the  marketing 
budget,  and  so  on.  “You  can  eventually  get  to  all  of  these,  but 
you  can’t  do  them  all  at  once,”  he  says. 

Eurpac,  a  provider  of  consumer  product  distribution  and 
merchandising  services,  introduced  analytics  software  that 
helps  its  manufacturing  and  retail  customers  better  price  their 
own  products.  The  Tarot  analytics  system  correlates  retail  data 
with  information  such  as  social  sentiment  and  weather  patterns. 
Eurpac  handles  consumer  products— as  varied  as  L’Oreal  mas¬ 
cara  and  Weber  grills— as  they  make  they  journey  from  the  fac¬ 
tory  to  the  shopping  cart.  That’s  30,000  products  sold  by  500 
manufacturers  through  2,000  retail  outlets.  IT  identified  an 
opportunity  to  help  Eurpac’s  customers  more  profitably  price 
their  products  based  on  predicted  demand.  Tarot  takes  empiri¬ 
cal  in-house  data  like  point-of-sale  information  and  compares 
it  to  data  on  forces  that  might  influence  sales— weather  trends 
that  could  delay  garden  purchases  or  an  in-store  tasting  that 
might  boost  bourbon  sales— to  predict  buying  activity.  “Our 
business  had  an  objective  sense  of  what  influenced  demand  and 
we  translated  that  into  something  quantitative,”  says  Eurpac 
CIO  Mike  Skinner. 

At  Atlanta  Public  Schools,  former  IT  director  Glenn  Melen¬ 
dez  believed  that  with  the  right  model,  he  could  prove  that  some 
educators  were  better  than  others,  to  “start  looking  at  human 
capital  management  in  a  whole  new  way.”  (Melendez  is  now  an 
assistant  director  of  IT  solutions  delivery  at  Ernst  and  Young.) 
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The  school  system,  which  serves  approximately  49,000  stu¬ 
dents,  deployed  a  system  for  analyzing  teacher  effectiveness, 
including  a  dashboard  that  provides  administrators  with  data 
to  make  decisions  concerning  placement,  professional  develop¬ 
ment  and  compensation. 

The  dashboard,  which  was  launched  in  the  201T2012  school 
year,  predicts  which  teachers  will  have  the  greatest  positive 
impact  on  student  growth  in  order  to  focus  on  retention  and 
identify  teachers  with  lower  performance  who  need  help.  The 
ultimate  goal— correlating  teacher  effectiveness  with  student 
outcomes— will  take  time  to  achieve,  but  initial  results  are 
promising.  Sixth-grade  math  scores,  for  example,  are  up  12 
percent  since  implementing  the  system. 

The  final  business  outcome  must  be  the  focus  from  the  start, 
says  Celestica  CIO  Gendron.  Celestica  hired  Gendron  from  the 
Nielsen  Company  in  2008,  in  part  because  it  wanted  the  benefit 
of  her  analytics  experience  in  reimagining  Celestica’s  role  in  the 
market,  she  says.  Using  analytics,  Celestica  improved  inventory 
turnover  and  workforce  management  in-house,  and  began  to 
sell  the  system  to  customers.  That’s  an  entirely  new  business- 
launched  by  IT— that  helps  original  equipment  manufacturers 
better  manage  their  supply  chains.  In  2012,  that  new  business 
helped  its  first  customer  manage  a  $4  billion  supply  chain  and 
earned  several  million  dollars,  says  Gendron. 

“We  didn’t  try  to  get  the  perfect  data  first,”  she  says.  “That’s 


where  we’ve  gotten  tripped  up  as  an  IT  industry,  spending  mil¬ 
lions  on  enterprise  data  warehouses  and  data  cleansing.  You 
don’t  start  with  the  fuel,  you  start  with  the  outcome.” 

That  makes  it  easier  to  figure  out  what  data  is  required.  “We 
gained  a  lot  of  enthusiasm  that  way,”  Gendron  explains.  “That’s 
how  analytics  came  to  life.” 

Partnering  for  Analytic  Skills 

Not  surprisingly,  the  technology  and  domain  expertise  required 
to  deliver  successful  analytics  tools  are  in  high  demand,  and 
CIO  100  winners  are  employing  a  number  of  tactics  to  acquire 
the  skills  needed. 

Analytics  is  “a  cross  between  art  and  science,”  says  Skinner 
of  Eurpac.  The  artists  are  the  Eurpac  employees  in  marketing 
or  out  in  the  field.  The  scientists  are  those  in  IT.  Skinner  cre¬ 
ated  an  analytics  development  team  that  blends  both.  Everyone 
was  excited  to  be  involved  in  the  leading  edge  work,  he  says. 
“The  difficulty  was  not  in  motivation.  The  difficulty  was  find¬ 
ing  a  way  to  get  input  from  all  the  experienced  people  because 
everyone  has  a  full-time  job  anyway.”  Skinner  and  his  team 
worked  around  that  by  making  it  as  easy  as  possible  to  partici¬ 
pate  in  ways  that  did  not  interfere  with  everyone’s  day-to-day 
responsibilities. 

For  Melendez,  formerly  of  Atlanta  Public  Schools,  it  wasn’t 
that  the  right  skills  were  hard  to  find.  It  was  that  he  couldn’t  afford 
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"I'm  sure  there  are  better  ways  to  disguise  sensitive 
information,  but  we  don't  have  a  big  budget." 
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storage  modernization. 

Data  security  is  no  laughing  matter. 
Smarter  storage  practices  control  data 
sprawl,  tame  big  data,  ensure  security,  and 
achieve  compliance. 
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them  on  a  public-school  budget.  Benefits  like  spring  break  and 
summers  off  only  go  so  far.  So  he  chose  instead  to  train  his  existing 
staff  in  areas  like  Microsoft  SQL  Server  Analysis  Services.  That,  he 
says,  “quite  honestly,  wasn’t  a  bad  thing.  You  want  your  resources 
to  have  the  opportunity  to  learn  new  things,  especially  in  IT.” 

Celestica  had  done  very  little  analytics  when  Gendron  came 
aboard,  doing  “rudimentary  reporting  at  best,”  she  says,  which 
meant  there  was  less  focus  on  envisioning  what  might  be  pos¬ 
sible  with  the  company’s  existing  data. 

But  that  blank  slate  was  also  a  benefit.  What  Celestica  did 
have  was  an  enterprise  data  warehouse  that  had  hardly  been 
used.  “The  company  had  been  collecting  data  for  10  years,”  she 
says.  “We  were  sitting  on  this  treasure  trove  of  insight.”  Gen¬ 
dron  decided  to  let  business  intelligence  vendors,  including 
IBM,  MicroStrategy  and  SAP,  have  a  go  at  it,  inviting  them  to 
participate  in  a  contest  to  see  what  they  could  do  with  the  data 
that  could  transform  the  company— and  its  customers. 


Fail  Fast,  Learn  Early 

GE  Capital  Americas  “has  always  been  a  data-centric  com¬ 
pany,”  says  Kelly  Shen,  who  is  CIO  of  business  intelligence 
there.  “What’s  exciting  now  is  that  we  have  the  opportunity  to 
offer  that  to  customers.” 

Shen’s  IT  directors  and  other  business  leaders  sat  down  with 
the  company’s  midsize  customers  who  finance  their  fleets  with 
GE  to  find  out  about  their  pain  points.  Their  biggest  challenge 
was  cost  management.  Thus,  Fleet  Optimizer  was  born.  The 


"You  don't  start  with 
the  fuel.  You  start 
with  the  outcome." 

-Mary  Gendron,  CIO,  Celestica 


iPad  app  and  desktop  version  combine  analytics  and  geospa¬ 
tial  visualization  to  help  companies  make  better  use  of  their 
vehicles.  Based  on  data  like  make,  model,  year  and  mileage,  the 
app  makes  recommendations  about  preventive  maintenance 
and  fuel  management. 

“We  had  the  domain  expertise  and  technology  to  make  it 
happen  and  make  it  happen  quickly,”  Shen  says. 

They  got  it  done  quickly  by  taking  a  iterative  approach, 
using  agile  development  processes  for  the  first  time.  “Advanced 
analytics  is  best  suited  for  this  because  you’re  dealing  with  a 
level  of  ambiguity,”  says  Shen.  “If  you  go  through  a  traditional 
software  development  cycle,  you  see  the  data  for  the  first  time 
after  you  build  something.  With  agile,  you  can  start  seeing 
things  as  you  develop  the  prototype— usually  days  in.” 


The  IT  group  delivered  the  first  generation  of  Fleet  Optimizer 
in  72  days.  “The  only  way  to  know  the  value  of  [an]  analytics  [sys¬ 
tem]  is  to  get  it  in  front  of  end  users  as  fast  as  possible,”  she  says. 
“Fail  fast,  learn  early,  change  strategy  when  it’s  not  working.” 

At  P&G,  taking  an  incremental  approach  enabled  IT  to 
change  course  to  meet  business  needs.  “We  have  been  provid¬ 
ing  technology  to  the  sales  force  for  more  than  20  years,  yet  the 
explosion  in  mobile  technology  over  the  past  few  years  gave  us 
the  opportunity  to  look  at  this  space  and  approach  it  in  a  dif¬ 
ferent  way,”  says  Passerini.  “Among  the  biggest  challenges  was 
ensuring  we  could  meet  the  broad  business  needs,  yet  making 
it  easy  to  use.”  IT  started  out  thinking  it  would  develop  a  single 
sales  force  automation  app,  but  changed  course  to  deliver  an 
app  ecosystem  that  could  adapt  to  the  different  needs  of  each 
business.  “This  was  also  the  first  time  we  deployed  tablet-based 
apps  globally,”  he  says.  “We  had  to  navigate  technology  avail¬ 
ability  across  the  world  and  create  new  processes.” 

Modular  is  the  way  to  go  when  delivering  analytics  capa¬ 
bilities,  agrees  Celestica’s  Gendron.  The  first  time  the  company 
offered  its  supply  chain  analytics  to  a  big  customer,  it  attempted 
to  provide  a  full  supply  chain  analytics  suite.  The  customer 
was  overwhelmed.  So  Celestica  reworked  the  software  so  that 
customers  could  buy  the  system  in  components.  “People  need 
to  learn  to  walk  before  they  can  run,”  she  says. 

Building  Analytics  Acceptance 

For  all  the  excitement  around  advanced  analytics,  the  notion  of 
machine-made  predictions  or  management  by  algorithm  can 
cause  significant  anxiety  and  reticence  among  users. 

“You  get  a  lot  of  skepticism  and  fear,  especially  in  public  edu¬ 
cation,”  says  Melendez.  That’s  one  of  the  reasons  Atlanta  Public 
Schools  used  a  $10  million  grant  from  the  Bill  and  Melinda 
Gates  Foundation,  rather  than  public  funding,  to  finance  a  sys¬ 
tem  that  correlates  student  outcomes  with  teacher  performance. 
It’s  also  why  Melendez  and  his  team  heavily  involved  teachers 
and  administrators  in  the  development  of  the  system,  which 
began  with  a  prototype  in  2009. 

“This  was  not  done  in  some  back  room  with  us  emerging  one 
day  saying,  ‘Here’s  your  new  model.  Best  of  luck!’  That’s  not  the 
way  we  did  it,”  explains  Melendez.  “We  took  a  couple  of  years 
to  get  input  from  our  principals  and  educators.” 

A  year  of  working  sessions  with  district  representatives  led 
to  a  year  of  modeling  and  building  a  prototype  that  was  used  as 
a  pilot.  Then  IT  tweaked  the  model  based  on  feedback.  “There 
was  lots  of  engagement  and  back-and-forth.” 

At  Eurpac,  users  were  embedded  in  the  development  team, 
and  the  analytics  pricing  software  was  developed  in  such  a  way 
that  by  the  time  the  system  was  ready  to  roll,  “they  accepted  it 
as  their  own  work,”  says  Skinner.  “It  wasn’t  something  that  was 
prescribed  to  them.” 

IT  Steps  Up 

Starting  with  an  end  result  in  mind,  taking  an  incremental 
approach  and  involving  users  intimately  in  development  has 
enabled  these  CIO  100  winners  to  deliver  significant  benefits 
to  their  businesses  from  their  analytics  efforts. 

At  Eurpac,  analytics  success  is  defined  by  “how  quickly  we 
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can  generate  superior  insight  so  we  can  beat  the  competition  or 
so  when  the  end  customer  goes  to  the  shelf,  they  reach  for  your 
brand  over  another,”  says  Skinner.  By  those  measures,  it’s  working. 
But,  he  says,  “the  biggest  benefits  are  beyond  quantifiable,  they’re 
strategic.”  Eurpac  has  won  new  clients  specifically  as  a  result  of  its 
advanced  analytics  capabilities,  including  Jose  Cuervo  and  Micro¬ 
soft,  which  came  to  Eurpac  from  a  competitor,  he  says. 

Those  kinds  of  business  results  have  raised  IT’s  profile  at 
these  winning  companies,  and  ultimately  resulted  in  new  ways 
of  working  not  just  with  the  business,  but  as  one  with  it.  “The 
whole  divide  between  IT  and  the  business  and  external  custom¬ 
ers?  We’ve  knocked  down  those  walls,”  says  Shen.  The  Fleet 
Optimizer  is  just  the  first  in  a  line  of  analytics  products  the 
company  plans  to  sell  to  customers.  IT  is  developing  similar 
products  for  original  equipment  manufacturers  and  marine 
industry  dealers,  helping  them  create  the  right  product  mix 
based  on  demographics  or  external  conditions,  like  macroeco¬ 
nomic  trends  and  weather.  “We  recognize  the  need  for  roles  and 
responsibilities,  but  we’re  all  collaborating,”  Shen  says.  “We’re 
all  interacting  with  customers  at  the  advisory  board  meetings. 
We’re  not  working  behind  the  business.” 

Prior  to  IT’s  introduction  of  advanced  supply  chain  ana¬ 
lytics  at  Celestica,  the  organization  was  seen  as  an  enabler  of 
the  business.  With  this  project,  “IT  stepped  up  and  became  a 
leader,”  says  Gendron.  For  example,  the  supply  chain  analytics 


business  is  staffed  by  IT  professionals  who  sell  and  service  the 
product.  “By  bringing  IT  closer  to  the  customers,  we’re  not  only 
running  a  more  effective  internal  IT  organization,  but  changing 
the  company’s  role  in  the  marketplace.” 

“That’s  the  great  lesson  from  online  companies  in  Silicon 
Valley  like  Google  and  Linkedln— you  can  take  all  this  data, 
analyze  it,  and  make  it  into  products  and  services  that  you  can 
either  sell  to  customers  or  use  them  to  make  your  other  offer¬ 
ings  more  attractive,”  says  Davenport. 

At  Atlanta  Public  Schools,  teacher  tenure— always  a  hotly 
debated  issue— used  to  be  based  on  years  served.  But,  Melendez 
says,  “number  of  years  did  not  necessarily  correlate  to  teacher 
effectiveness.  Now  we  can  look  at  student  outcomes  to  earn  ten¬ 
ure.”  Administrators  can  now  create  educator  teams,  pairing  up 
strong  teachers  with  weaker  ones  and  elevating  the  overall  team. 

These  award-winning  analytics  applications  are  just  a  first 
step  in  harnessing  data  to  improve  business.  “As  you  start  to 
roll  this  out,  you  can  start  to  dream  about  next  steps.  You  can 
start  to  look  at  all  kinds  of  correlations,”  says  Melendez.  “I  don't 
know  that  you  ever  get  to  a  point  where  you’re  finished.” 

The  application  of  analytics  to  transform  the  business  is  an 
evolution,  not  a  revolution,  says  Gendron:  “It’s  an  ever-chang¬ 
ing  world  and  you’ve  got  to  keep  your  eyes  wide  open.”  Pn»l 


Stephanie  Overby  is  a  freelance  writer  based  in  Massachusetts. 
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Attention  on  Retention 

Keep  valued  talent  on  staff  by  offering  career  mobility,  a 
clear  view  of  opportunities,  and  a  sense  of  purpose 

DENNIS  HODGES,  INTEVA  PRODUCTS 

MATCH  SKILLS  TO  FUTURE  OPPORTUNITIES 

When  we  acquired  a  fellow  automotive  supplier  in  2011,  we  doubled  our  business  and 
tripled  our  IT  headcount.  Our  goal  was  to  keep  everyone,  but  building  a  blended  IT  fam¬ 
ily  is  challenging.  The  key  was  being  up-front  about  where  we  were  headed  and  what 
skill  sets  would  get  us  there.  We  mapped  out  everyone’s  skills  and  showed  them  how 
they  matched  up  with  roles  in  the  new  organization.  We  lost  a  couple  of  very  technical 
people  who  wanted  to  work  with  an  ERP  system  we  did  not  plan  to  keep,  but  we  were 
able  to  retain  most  employees. 

Here  in  Detroit,  where  huge  companies  like  GM  are  hiring,  and  in  Bangalore,  India, 
where  we  also  have  IT  operations,  turnover  is  always  a  risk.  We  don’t  have  big  money 
to  throw  at  people,  but  we  do  have  big  opportunities.  Some  CIOs  say  you  ►  ►  ► 
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►  ►  ►  Employee  retention  Continued  from  Page  44 


shouldn’t  train  employees  too  soon:  They’ll  get  too  good  too  fast,  and  they’ll 
leave.  I  disagree.  I  want  my  employees  to  work  on  interesting  things  from 
the  beginning.  We’ve  got  young  people  who  arrived  without  much  experi¬ 
ence  now  running  major  projects.  They  couldn’t  do  that  at  GM.  If  they  do 
leave,  they’ll  leave  on  good  terms  and  will  advocate  for  us  in  the  market. 
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new  ways  of  engaging  with  customers, 
collaborating  with  internal  and  external 
constituents,  and  delivering  a  better 
customer  experience.  Join  the  CIO  Execu- 
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tive  Council  and  Ouellette  and  Associates 
for  a  webcast  on  Creating  the  Social 
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Organization-the  fourth  in  a  series  of 


We  started  a  transformation  two  years  ago  and  quickly  realized  that  the 
skills  we  had  were  not  necessarily  the  skills  we  needed.  Fundamentally,  we 
were  looking  for  “builders”  who  were  interested  in  fast-paced  change.  Also 
during  this  period,  it  has  been  critical  to  retain  our  most  valuable  employees. 
We’ve  sought  to  achieve  this  balance  by  driving  cultural  change,  such  as 
switching  from  a  command-and-control  culture  to  a  more  collaborative 
organization.  We  also  make  a  point  of  listening  to  our  employees,  whether 
it’s  via  our  enterprise-wide  innovation  hubs,  where  teammates  propose 
ideas,  or  through  our  engagement  surveys.  It’s  critical  to  keep  your  ears 
open  when  making  a  change. 

The  IT  job  market  in  Atlanta  has  become  hot,  with  companies  like  GM, 
State  Farm  and  Wipro  setting  up  tech  centers  here,  while  in  India,  it’s  been 
hot  for  over  a  decade.  And  certain  skills  are  in  demand,  such  as  software-as- 
a- service,  workflow  and  imaging  experience.  In  the  past,  we  may  have  gone 
to  other  banks  to  find  IT  people,  but  we’re  now  looking  to  other  sources,  like 
Google  or  Facebook,  for  talent.  In  the  end,  what  keeps  people  here  is  their 
connection  to  our  purpose.  Are  you  here  to  build,  or  are  you  here  to  operate? 


ALISON  DACK,  FEDEX  EXPRESS  ASIA  PACIFIC 

ALLOW  UNLIMITED  MOBILITY 

The  key  to  low  turnover  is  creating  an  environment  that  makes  it  easy  for 
employees  to  want  to  stay.  It’s  not  all  about  compensation— people  want  to 
be  successful  and  want  their  contributions  recognized.  For  instance,  we 
don’t  limit  career  progression.  We  have  a  tradition  of  training  up  our  team 
from  junior  positions  to  management  levels  and  offering  lateral  moves  into 
new  areas.  At  our  Asia  Pacific  headquarters  in  Hong  Kong,  a  quarter  of  our 
senior  managers  are  locals  who  started  in  front-line  roles  such  as  couriers. 

We  have  a  long  tradition  of  developing  our  employees  to  their  highest 
potential  and  of  hiring  first-line  managers  from  within  employee  ranks. 
Because  we  make  lifelong  learning  a  priority,  we  can  readily  promote  from 
within.  Each  hourly  employee  receives  50  hours  of  training  annually,  while 
management  and  professional  staffers  get  40  hours.  Corporate  responsibil¬ 
ity  to  local  communities  is  another  increasingly  important  retention  tool, 
and  we  maintain  strong  relationships  in  the  areas  where  we  work. 

Finally,  we  encourage  open,  two-way  communication,  including  the 
opportunity  to  communicate  with  management  about  all  aspects  of  the 
company;  guaranteed  fair  treatment,  in  which  employees  can  have  their 
concerns  heard  and  evaluated;  leadership  and  communication  effective¬ 
ness  surveys;  and  an  open-door  policy  among  executives  and  managers. 
Successful  retention  comes  down  to  making  sure  employees  know  they 
are  valued. 
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six  webcasts  on  IT  leadership  topics. 

The  webcasts  are  based  on  the  book 
Unleashing  the  Power  of  IT,  by  Dan  Rob¬ 
erts,  president  and  CEO  of  Ouellette  and 
Associates,  council.cio.com/social 


Driving  the  D-Suite 


watch  The  proliferation  of  mobile 
devices,  social  networks,  cloud-based 
applications  and  data  analytics  is  trans¬ 
forming  the  competitive  landscape. 
Businesses  must  embrace  this  digital 
upheaval  if  they  want  to  stay  relevant, 
competitive  and  customer-focused, 

While  these  disruptions  present  some 
risks,  the  challenges  can  be  overcome 
if  companies  adopt  a  new  approach  to 
leadership  and  innovation  that  leads  to 
an  optimized  Future-State  C-Suite,  In  this 
recorded  event.  Council  VP  of  Strategy 
Rick  Pastore  explains  the  digital  land¬ 
scape  and  explores  the  CIO's  expanding 
role  and  responsibilities  for  leading  com¬ 
panies  through  this  new  terrain,  while 
Ron  Guerrier,  CIO  of  Toyota  Financial 
Services,  offers  real-world  advice, 
council.cio.com/seguel 


Debut:  The  CEC  Exchange 


engage  The  CEC  Exchange  is  an  inter¬ 
active,  online  knowledge  center  that 
connects  Council  members  with  other 
IT  executives,  relevant  content  and  tar¬ 
geted  events  to  help  them  achieve  their 
goals.  Members  customize  their  profiles 
with  specific  objectives  and  establish 
personal  dashboards  to  track  their 
progress.  By  tapping  into  the  exchange's 
resources,  participants  can  make  better 
decisions  faster,  mitigate  risk,  reduce 
costs  and  provide  increased  value  to 
their  organizations.  Take  advantage  of 
this  unbiased,  peer-driven  community. 
council.cio.com/cecx 
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The  fastest  way  to  turn 
data  into  decisions, 


Some  dashboard  solutions  can  be  a  huge  drain  on  your  IT  team.  Dashboards 
is  different  There's  no  complicated  installation  processes.  No  integration 
nightmares.  No  need  for  a  team  of  data  analysts,  Just  easy-to-use  tools 
that  allow  anyone  -  from  human  resources  to  the  c-suite  -  to  build  intuitive, 
custom  dashboards  that  turn  mountains  of  data  into  better  decisions  at 
blazing  speeds, 


tfDash 

Powerful  Insights 

Check  out  a  demo  or  start  your  free  trial  at  iDashboards.com 
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Color  My  World 

For  Charles  Shaver,  chairman  and  CEO  at  Axalta  Coating  Systems, 
technology,  color  and  customers  go  hand  in  hand  by  martha  heller 


How  is  technology  changing 
your  business? 

Axalta  operates  in  130  countries, 
providing  coatings  to  over  120,000 
customers  that  manufacture  prod¬ 
ucts  like  vehicles,  electric  motors, 
and  oil  and  gas  pipelines.  Close  to 
two-thirds  of  our  revenue  comes 
from  outside  the  U.S.,  and  technology 
lets  us  track  our  customers  and  man- 


What  qualities  should  a  CIO  pos¬ 
sess  to  deliver  IT  innovation? 

Our  CIO,  Dru  Rai,  is  technical,  but 
he  also  understands  our  business. 
The  CIO  has  to  be  able  to  walk  into 
a  customer’s  plant  and  understand 
exactly  what  that  customer  needs 
from  a  technology  perspective.  The 
right  person  in  the  top  IT  role  must 
be  able  to  translate  between  the  cus¬ 


The  CIO  has  to  be 
able  to  walk  into  a 
customer’s  plant 
and  understand  the 
customer’s  needs. 


age  our  operations  around  the  globe. 

Color  is  a  key  aspect  of  almost 
everything  we  do,  and  this  perhaps 
sets  us  apart  in  our  use  of  technology. 
For  example,  we  use  touchscreens 
to  help  design  new  colors  for  next- 
generation  cars.  Customers  can  mix 
and  match  colors  and  see  how  they 
will  look  on  car  bodies  in  3-D  vir¬ 
tual  displays.  We  also  use  technol¬ 
ogy  to  help  quickly  match  colors  for 
global  customers.  If  a  manufacturer 
uses  a  color  on  a  car  made  in  Ger¬ 
many  and  wants  to  replicate  it  on 
a  car  being  made  in  China,  we  can 
do  that  with  keystrokes.  Technol¬ 
ogy  also  improves  productivity  for 
thousands  of  our  collision  and  body 
shop  customers,  who  need  to  match 
new  paint  to  old. 


tomer  and  Axalta  and  provide  us 
with  the  technology  that  will  meet 
each  customer’s  expectations. 

As  CEO,  how  do  you  get  people  to 
embrace  change? 

When  you  ask  your  30-year  employ¬ 
ees  the  right  questions,  they  know 
what  they  would  change  to  do  things 
better.  My  approach  has  been  to 
leverage  the  deep  experience  in  our 
organization  so  that  our  managers 
are  in  the  field  to  lend  their  support 
to  new  ideas. 

We  have  over  12,000  employees 
that  brought  in  $4.3  billion  in  reve¬ 
nue  last  year,  and  only  about  120  are 
corporate  staff.  My  business  leaders 
are  close  to  our  people  and  our  cus¬ 
tomers  in  the  field. 


How  has  technology  helped  you 
run  a  global  organization? 

We  divide  the  work  into  three  loca¬ 
tions:  North  America,  Europe  and 
China.  While  our  engineers  in 
North  America  are  sleeping,  the 
engineers  in  China  are  doing  color 
development. 

With  our  color  database  and 
chemical  simulation  systems,  we  can 
produce  coatings  on  a  global  scale  in 
real  time.  We  have  over  400  applica¬ 
tions  to  make  all  of  that  work. 

Has  technology  changed  your 
leadership  style? 

In  the  past,  I  would  get  monthly  sales 
and  financial  reports,  but  now  I  have 
dashboards  that  provide  a  real-time 
view  of  our  business.  I  spend  less 
time  on  analysis  and  more  time 
with  my  customers  and  business 
leaders. 

Also,  technology  reduces  depen¬ 
dency  on  administrative  staff,  so  we 
have  only  five  reporting  levels  in  this 
entire  company.  I  was  in  India  two 
weeks  ago  talking  to  a  customer  who 
knows  that  our  country  manager  is 
only  one  level  removed  from  me.  Our 
bigger  customers  expect  that. 

I  see  two  types  of  CEOs:  those 
who  hold  onto  hierarchy  and 
monthly  reports,  because  that’s 
what  got  them  to  where  they  are,  and 
the  rest  of  us  who  would  rather  be 
spending  time  making  a  difference 
in  the  business. 

Martha  Heller  is  president  of  executive 
recruiting  firm  Heller  Search  Associates 
and  author  of  The  CIO  Paradox.  Follow 
her  on  Twitter:  @marthaheller. 
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Link  to  more  than  53,000 
members  of  the  CIO  community. 

The  CIO  Forum  is  where  members  of 
the  CIO  community  can  connect  and 
collaborate  to  move  their  business 
technology  initiatives  and  careers 
forward.  If  you  are  a  senior  IT 
professional,  we’d  love  to  have  you 
join— apply  for  membership  today. 
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The  Smart  Choice  for  Text  Retrieval®  since  1991 

Instantly  Search 
Terabytes  of  Text 

25+  fielded  and  full-text  search  types 

dtSearch's  own  document  filters  support  "Office,"  PDF, 
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many  other  file  types 
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Police  officers  need  fast,  accurate  data  to  keep  guns  out  of  the  hands  of  criminals,  identify  suspects  and 
make  arrests.  In  California,  when  officers  had  to  search  or  file  information,  they  used  to  rely  on  VPNs,  laptops, 
and  phone  or  radio  calls  to  dispatch  centers,  a  process  that  could  take  10  to  15  minutes.  Now  5,000  officers 
use  JusticeMobile,  a  mobile  app  that  the  state’s  Department  of  Justice  built  for  looking  up  vehicle  registrations, 
criminal  histories,  mental  health  records,  firearms  registrations  and  other  data,  as  well  as  for  filing  reports. 
And  the  app  is  fast.  “In  a  hectic  situation  or  [when  there’s]  a  bad  signal,  being  able  to  conduct  inquiries  is  a 
lot  better,”  says  Adrian  Farley,  CIO  of  the  California  DoJ.  At  a  gun  show  last  year,  police  officers  with  Justic¬ 
eMobile  checked  some  attendees  against  the  state’s  Armed  and  Prohibited  Persons  System,  completing  80 
verifications— way  up  from  the  usual  20  verifications  per  show.  Officers  arrested  four  people  that  day  who 
had  been  banned  from  buying  guns  but  who  had  tried  to  do  so  anyway.  —Lauren  Brousell 
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IBM  X6  systems. 

Designed  to  be  exceptional. 

Today’s  decision  makers  rely  increasingly  on  data  and  analytics  for  answers.  As  they  demand 
insights  to  be  delivered  faster,  more  cost-effectively  and  without  interruption,  current  technologies 
simply  can’t  keep  up. 

Introducing  IBM®  X6  systems,  a  family  of  fast,  powerful  servers  for  rack  and  IBM  Flex  System® 
environments.  Featuring  new  eXFIash  memory-channel  storage  technology,  X6  systems  offer 
lower  write-latency  than  leading  PCI-E-based  flash  storage.1  With  enterprise  resilience  and  a  design 
that  has  earned  three  #1  performance  benchmarks,2'3'4  X6  will  give  you  agility  and  confidence 
to  deploy  larger  applications,  locally  or  through  the  cloud.  Powered  by  the  latest  Intel®  Xeon® 
Processor  E7  v2  family,  X6  will  allow  you  to  build  a  flexible  infrastructure  that  is  responsive  to  the 
speed  of  your  business. 
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XEON* 


Discover  how  X6  systems  can  help  you 
Visit  ibm.com/systems/newx6 


make 


better  business 


decisions  faster. 


Learn  more  about  the  planned  acquisition  of  IBM  x86  systems  by  Lenovo  at  ibm.com/lenovo-acquisition 


’Based  on  preliminary  IBM  testing  of  x3850  X6  with  PCI-E-based  flash  storage  achieving  write-latency  of  15  ps  and  DIMM-based  flash  storage  achieving  10  ps  write-latency.  These  preliminary 
results  are  subject  to  change. 

2IBM  System  x3850  X6  #1  4-socket  x86  result  TPC-E  of  5576.27  tpsE  @  $188.69/tpsE,  availability  4/15/14,  Microsoft  SQL  Server  2014  Enterprise  Edition  with  4  Intel®  Xeon®  processors  E7- 
8890  v2;  total  #  of  processors:  4,  total  #  of  cores:  60,  total  #  of  threads:  120.  Source:  http://www.tpc.org.  Results  current  as  of  4/15/14. 

3SPECvirt_sc2010  #1  result  on  IBM  x3850  X6  (4  Intel®  Xeon®  E7-4890  v2, 60  cores,  4  chips,  15  cores/chip,  2  threads/core)  with  1  TB  memory  of  2081@116  SPECvirt_sc2013@VMs  running  Red 
Hat  Enterprise  Linux  6.5  (KVM).  Source:  http://www.spec.org.  Results  current  as  of  4/23/14. 

"IBM  System  x  #1  unclustered  TPC-H  of  519,976  QphH@1000  GB,  $1.36  per  QphH,  availability  4/16/14,  Microsoft  SQL  Server  2014  Enterprise  Edition  with  4  Intel®  Xeon®  processors  E7-8890 
v2;  total  #  of  processors:  4,  total  #  of  cores:  60,  total  #  of  threads:  60.  Source:  http://www.tpc.org.  Results  current  as  of  4/15/14. 

IBM,  the  IBM  logo  and  IBM  Flex  System  are  trademarks  or  registered  trademarks  of  International  Business  Machines  Corporation,  registered  in  many  jurisdictions  worldwide.  Other  product  and 
service  names  might  be  trademarks  of  IBM  or  other  companies.  For  a  current  list  of  IBM  trademarks,  see  www.ibm.com/legal/copytrade.shtml.  Intel,  the  Intel  logo,  Xeon  and  Xeon  Inside  are 
trademarks  or  registered  trademarks  of  Intel  Corporation  in  the  U.S.  and/or  other  countries.  ©  International  Business  Machines  Corp.  2014.  All  rights  reserved. 
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The  NFL  runs  on  NetApp, 
the  world’s  #1  storage  OS? 

Yep,  NetApp. 

netapp.com/nfl 

#NetAppNFL 


The  Official  Data  Storage  Provider  of  the  NFL 


NetApp- 


<D  2014  NelApp.  All  rights  reserved.  Specifications  are  subject  to  change  without  notice.  NetApp.  the  NetApp  logo  and  Data  ONTAP  are  trademarks  or  registered  trademarks  of  NetApp.  Inc.,  in  the  United  States  and/or  other  countries.  All  other 
brands  or  products  are  trademarks  or  registered  trademarks  of  their  respective  holders  and  should  be  treated  as  such.  Source:  NetApp  internal  estimates.  December  2013:  VNX,  VNXe.  Celerrn  NS  can  run  any  of  Flare  and  Dart  Operating  Systems. 
Contribution  o(  these  products  to  the  OS  share  has  boon  estimated  based  on  the  proportion  of  NAS  and  SAN  installations  in  these  products  (NAS  -  Dart;  SAN  -  Flare). 


